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Background and Purpose -As the development of information technology especially the 
Web 2.0 technology, nowadays it is possible for people to communicate and share information 
online and Electronic Word of Mouth (EWOM) becomes an increasingly popular way for 
people to share and exchange their shopping experience. However, the existing literatures are 
mainly about the offline WOM. Although some of EWOM literatures can be found, most of 
them are still follows the traditional WOM theories. Therefore, this study attempts to examine 
the factors that affect the power of EWOM on influencing consumer‘s purchase intention by 
integrating the information processing model, Lasswell‘s‗5W‘ model and technology 
acceptance model, in addition, some trust theories are also employed to explore the EWOM 
effects. Specifically, mediating effects of trustworthiness of EWOM between the six 
independent variables (sender‘s expertise, perceived usefulness, perceived ease of use, tie 
strength, trust propensity and perceived risk) and consumer‘s purchase intention will be 
examined as well as exploring the relationship between the six factors and the mediator 
(trustworthiness of EWOM) in the context of Chinese young consumer.  
 
Methodology and Findings- Quantitative survey (self-administered questionnaire) has been 
adopted to test the proposed research model and hypotheses developed based on existing 
literatures. This study suggests that all the six factors during the communication process have 
positive and significant effects on the trustworthiness of EWOM. In addition, the credibility 
of EWOM is a mediator between the six factors of EWOM communication and consumer‘s 
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Chapter 1: Introduction 
1.1 Background  
 
Following the unprecedented development of information technology, especially the Web 2.0 
technology, internet has penetrated into most of people‘s daily life and online communication 
become increasingly popular. Therefore, website, such as online forum, virtual communities 
and C2C online store have become a main place for consumers‘ to search and exchange 
information (Park and Lee, 2009; Tseng and Hsu, 2010). Such context has offered a fertile 
ground for flourish of electronic word of mouth communication. For instance, Brown et al. 
(2007) reported that since 2004 the Word of Mouth Marketing Association (WOMMA) has 
experienced a dramatic growth from only 3 to 350 corporate members and the growth is 
particularly driven by online and social networking media. In addition, more and more 
consumers tend to employ Web 2.0 tools such as blogs, social network site and online 
discussion forum to share experiences and products/service information. It has been reported 
that since the 2009, the electronic word of mouth (EWOM) messages have reached 116 
million in United State (Cheung and Thadani, 2010). In addition, compare with traditional 
WOM communication, EWOM is based on Web 2.0 technology can not only have much 
faster transmitting speed in spite of geographic barriers, but also reduce the information 
asymmetry (Tseng and Hsu, 2010).   
 
 
Furthermore, many existing researches have demonstrated that WOM information can have 
greater influence on consumers‘ decision making than information distributed by traditional 
media (Buttle 1998). For instance, Woodside and Delozier (1976) found that WOM is a 
crucial information source sought by consumers so as to reduce the perceived risk and make 
judgment on products/service.Similarly, Nail (2005) also suggested that different with WOM 
information which is orientated by consumers, the information conveyed by traditional media 
is often doubted refer to its reliability and trustworthiness. Similar finding is also found in a 
number of EWOM studies (Chevalier and Mayzlin, 2006; Davis and Khazanchi, 2008; 
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Dellarocas 2003; Sun et al. 2006). It is reported that some 74% of internet user will actively 
search EWOM information in virtual community and social networking site before they make 
purchase decision and most of them do confirm that EWOM is key information to evaluate 
products/services (MIC, 2008). Furthermore, Goldsmith and Horowitz (2006) believed that 
the anonymous nature of internetallows consumers share experiences and opinions more 
comfortably without showing their true identity, and features of EWOM may make people 
more willing to share and exchange products/service information online which in turn driving 
up the volume of EWOM available online. As a result, consumers can easier to find EWOM 
messages which can satisfy their needs (Lee and Youn, 2009).  
 
However, it has been claimed that WOM and EWOM are different in a number of ways. 
Knapp and Daly (2002) revealed that the communicators of traditional WOM are close in 
social networks, therefore, is reliable and trustworthy. On the contrary, the perception of 
EWOM information senders can only be developed through limited cues such as the linguistic 
content of EWOM message, the reputation of the online platform that carried the EWOM 
messages (Brown et al. 2007). Hence, it is doubted that the traditional theories that explain the 
effectiveness of traditional WOM on influencing consumers‘ purchase intention are still hold 
the explanation power on EWOM communication. 
 
 
1.2 Chinese internet user 
 
According to China internet network information Centre (CNNIC), until 2007, China has 
about 140 million internet user which is the largest number in the world. The number of 
internet users is growing stably since 2000 (Figure 1.1) and is still rising with around 18.2 
percent growth rate annually. In addition, as shown in Figure 1.2, the age between 18 and 30 
occupies 63.8 per cent of the whole population of internet user. Hence, it suggests that the 
young people are the largest segment in terms of internet using. Moreover, the CNNIC 
statistical survey report on the internet development in China also reveals that with the rapid 
development of infrastructure of internet and popularization of online communication 
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software companies (QQ), social networking sites (Renren, Weibo) and so on, more and more 
Chinese people tend to recognize internet as a primary way to find information and 
communicate with others. Hence, given that majority of EWOM researchesare based on 
developed countries like United States and UK, it might be necessary and plausible to 
conduct a EWOM research based on Chinese consumers. 
 
 
1.3 Problem identification and academic contribution  
 
Although the majority of existing researches in this field is about the traditional word of 
mouth communication (Arndt, 1967; Brown et al., 2007; Murray, 1991; Gilly et al., 1998; 
Brwon and Reigen, 1987; Bansal and Voyer, 2000), the rapid development of internet, 
especially Web 2.0 technology, EWOM has become an increasingly important phenomenon 
and many researchers start to pay attention to this relatively new subject (Doh and Hwang 
2009; Cheung, Lee and Rabjohn, 2008; Lee, Park and Han, 2008; Davis and Khazanch, 2008; 
Sen and Leman, 2007; Gelb and Sundaram, 2002; Cheung et al., 2009, Brown et al., 2007). 
Nevertheless, it seems that the published papers on this subject is relatively fragmented and 
inconclusive (Cheung and Thadani, 2010). For example, it has been pointed out that nearly no 
existing studies which simultaneously take all three factors (information senders, stimuli and 
receiver) into consideration in order to examine the effects of EWOM on consumers purchase 
intention can be found (ibid). Furthermore, many studies on EWOM is still largely based on 
traditional WOM communication theory and frameworks which adopt social networking 
analysis (treat WOM as an action of exchanging intangible or tangible resource among social 
actors) to study WOM behavior (Bansal and Voyer, 2000; Anderson 1998), nevertheless, it 
might be problematic as although traditional WOM and EWOM has a few common 
characteristics, they are also different in many aspects. Moreover, it should be noted that most 
of researches either on traditional WOM or on EWOM is based on the experience of western 
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Therefore, this paper attempts to make contributions to existing literatures in three aspects. 
Firstly, it will try to develop a systematic model of EWOM communication by putting insight 
into three main constructs of communication process (sender, communication channel and 
receiver) based on Lasswell‘s ‗5W‘ communication model. Secondly, different with the most 
of existing EWOM researches which heavily rely on tradition WOM theory and framework, 
this paper will treat EWOM communication as a kind of new technology and thus generate 
some new insights by integrating Davis (1989)‘s technology acceptance model into this 
EWOM study. Finally, as few EWOM study is based on Chinese consumers, this study 
attempts to fill this gap by examining the phenomenon of EWOM among Chinese consumers. 
 
 
1.4 Structure of Research  
 
The objective of this dissertation is to examine and explore the factors that may affect the 
effectiveness of EWOM on influencing the consumer‘s purchase intention.Specifically, it 
consists of seven chapters. In the first chapter, the research background, research gaps among 
existing WOM (EWOM) literature and the objective of this research will be presented. In 
chapter 2, relevant communication theories and consumer decision making theories will be 
introduced, after that the key literature of both WOM and EWOM will be identified and 
examined. The chapter 3 is designed to identify the possible factors that may influence the 
power of EWOM on affecting consumer decisions. The research models and hypothesis will 
be developed in this chapter based on the literature review in chapter 2. The chapter 4 will 
focus on selecting an appropriate methodology that can be employed to explore the research 
model. The chapter 5 will analyze the quantitative data that collocated according to the 
instrument of the chosen methodology. Chapter 6 attempts to discuss the result that generated 
in chapter 5, in addition some managerial implications about to promote products by utilizing 
EWOM will be presented. The chapter 7 will give a final conclusion of this research. 
Moreover, the limitation of this research and the suggestions for future research on studying 
EWOM will be taken into consideration.  
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Chapter 2: Literature Review 
 
This chapter will firstly examine the literature of consumer decision making theories, 
especially the information processing model and technology acceptance model which are 
going to be employed in this research. In addition, the communication theories will also be 
taken into consideration. Finally, a review about the existing literature of traditional WOM 
and EWOM will be provided. 
 
 
2.1 Consumer Decision Making Theories 
 
Consumer Decision making study is one of the most prominent research topics in many fields 
of consumer science. It seems true that consumer decision making process is a complex 
activity which may contain a number of constructs (Hansen, 2005), many well-known models 
about consumer decision making are developed between the late 1960s and 1970s. The first 
consumer decision making model was developed by Howard in 1963 (Howard and Sheth, 
1969). And later the Howard model was refined and improved by a number of researchers 
such as Nicosia (1966), Engel et al (1968). All of these models are mainly based on the 
assumption of consumers are rational decision maker who may process and analysis 
information systematically and rationally in order to arrive at a satisfactory option and reduce 
the risk of purchase. For example these models suggest that consumers‘ decision process 
contains five steps which are recognizing problems, information search, information 
evaluation, choosing among options and evaluating the outcomes of the choice (Engel et al, 
1993; Mowen and Minor, 2006). In addition, some researchers has pointed out that the degree 
of purchasing involvement will determine the extent of consumers cognitive investment like 
information search and evaluation which may influence the final purchase decision (Petty and 
Cacioppo 1986; Blackwell et al 2001). Specifically, the low-involved consumers may adopt 
some simple decision rules such as price and brand name to arrive at attitudinal judgment 
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(Richardson et al., 1994). In contrast, high-involved consumers may conduct a thorough 
information search and evaluation in attempt to reduce the perceived risk of purchase.  
 
 
However, the cognitive based consumer decision making models have been criticized by 
Foxall (1990) who believed that when consumer engaged in a low involvement or in the 
non-durable market a simple selection strategy of trail purchase may be adopted, namely, the 
process of awareness, trail, and repeated purchase will occur, which contrast with the 
sequence of cognitive, affective and conative. Moreover, this behaviorist model argued that 
situational factors such as temporal, physical and social characteristics of purchasing 
environment, consumer's antecedent state (mood) will play an important role in affecting 
consumer's buying decision (Belk, 1975) Whereas the information processing model of 
consumer decision making believed that change the consumer's attitude is the requisite of 
changing consumer's buying decision (Hibbert and Smith, 2001). Similarly, Solomon (1996) 
pointed out that analytical decision rules are not always adopted by consumers to optimize 
choice, instead, many of them may just make decision based on heuristic goals. Moreover, the 
ego satisfaction, social acceptance and sensory desire may also imply that information 




2.1.1 Information Processing Model 
 
Although the information processing model which assumes all consumers are rational 
decision maker might be problematic, it still provide many valuable insights into consumers 
decision making process, thus remain a dominant paradigm in consumer behavior research 
(Hibbert and Smith, 2001). According to Engel et al (1993), consumer‘s decision making 
process contains following five elements (Figure 1.2): need recognition, information search, 
alternative evaluation, action and post-purchase evaluation. To be more specific, the starting 
point is the recognition of a problem (need) which might be prompted by individual factors 
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such as discontented with current products, as well as external factors like advertising 
(Hibbert and Smith, 2001). However, not all the recognized needs (problems) can induce 
subsequent action (Ennew, 1993). To activate actions, the needs (problems) that recognized by 
consumers should have sufficient importance and the problems are solvable within the 
consumers' capability (Engel et al, 1993).  
 
 
After the recognition of the needs (problems), this model proposed that consumers may start 
information search in order to satisfy the needs or solve the problems. In this stage, 
consumers firstly rely on internal search which means search for information and knowledge 
stored in memory. Then, if the internal search cannot generate enough information, consumers 
may turn to external sources to gather additional information. In addition, it suggests that 
when consumers engage in a high involvement purchase, an extensive information search will 
be conducted and a large amount of information can be gathered in this stage in order to find a 
better solution. However, it should be aware that too much information can lead to 
information overload which can creates decision difficulty as the capability of people to 
processing information is limited (Keller and Staelin, 1987).  
 
 
The third step of information processing model is evaluation of alternatives. In this stage, 
consumers should establish relevant evaluative criteria and decision rules through which to 
compare the alternatives in the marketplace and identify the best option that meet their 
requirements (Engel et al, 1993). Moreover, in this stage, consumer's attitudes towards a 
certain products will be formed or changed. After this stage, consumers will generate an 
intention to buy the most satisfactory product according to evaluative criteria and decision 
rules (Assael, 1992). In addition, in this stage situational factors in the point of purchase will 
play a role between the buying intention and buying action, therefore, if the circumstance in 
the marketplace is keep stable, the buying intention may finally lead to buying action (Kotler 
et al., 1996). Furthermore, according to the information processing model, individuals may 
continue to evaluate the choice to consider whether the product or service meets the 
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requirement from the basis of satisfaction or dissatisfaction even the transaction is completed 
( Hibbert and Smith, 2001; Engel et al., 1993). 
 
 
2.1.2 Theory of Reasoned Action 
 
One of the most widely accepted research model in consumer behavior is Theory of Reasoned 
Action (TRA) which is developed by Fishbei and Ajzen (1975) based on social psychology 
model in the purpose of examine the determinants of consciously intended behavior 
(Yousafzai et al., 2010). As shown in Figure 2.1 (Appendix 2), the TRA posits that 
individual's actual behavior can be predicted by behavioral intention. Specifically, this theory 
suggests that individual's behavior intention is influenced by personal attitude and individual's 
perceptions of social norms and pressures named subjective norms (Fishbein and Ajzen, 
1975). Furthermore, Fishbein and Ajzen (1975) clarified that the concept of attitude means 
personal judgment or preference of an action, it is normally a stable inclination that formed by 
learning. And subjective norm is determined by normative beliefs which according to Ajzen 
and Madden (1986), are the concerns that whether the intended behavior or the consequences 
of the behavior will be accepted and approved by important referent individuals and groups 
and social mainstream. 
 
 
Therefore, it seems clear that similar with the information processing model, TRA also 
assumes that individuals are rational and the consequences of an action will be considered 
before deciding to implement the intended action (Ajzen and Fishbein, 1980). Moreover, it 
has been pointed out that the TRA model is also developed based on the assumption that all 
individuals behavior will be under volitional control. Hence, TRA model can only have little 
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2.1.3 Technology Acceptance Model 
 
Based on the Theory of Reasoned Action, Davis (1989) developed Technology Acceptance 
Model (TAM) to explain and predict users' acceptance of information technology or 
information system. As seen in Figure 2.2 (Appendix 2). TAM used similar framework of the 
TRA and assumed that a person's voluntary intention is a primary factor that may determine a 
person‘s acceptance of a certain technology. Moreover, the person's intention of using a 
technology is influenced by the degree of usefulness of the technology that the person 
perceived and his or her attitude toward the use of that technology (Yousafzai, Foxall and 
Pallister, 2010). To be more specific, TAM model is comprised by following five constructs: 1) 
Usage Behavior (B): means the actual behavior that people start to accept and use a new 
technology 2) Behavioral Intention (BI): the individual's intention of using a new technology. 
3) Attitude (A): is the belief that an individual hold about accepting and using a new 
technology. 4) Perceived ease of use (PEOU): is the 'degree to which the user expects the 
target system or new technology to be free of efforts‘ (Davis et al., 1989: 985). In other word, 
it is about how easy the new technology or target system can be understood and used. 5) 
Perceived usefulness (PU): is individual's perception of 'subjective probability that using a 
specific applications system will increase his or her job performance' (Davis et al., 1989: 985) 
Moreover, The TAM can also be expressed in mathematical equations as follows (Ahn et al., 
2004)  
 
B=tBI=a*A                                             (1) 
A=c*PU+d*PEOU                                       (2) 
PU=e*PEOU                                            (3) 
 
According to equation (1) and (2), equation (4) can be generated: 
 
B=t*BI=ac*PU+ad*PEOU                                 (4) 
 
Hence, this equation shows that the perceived usefulness and the perceived ease of using 
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technology are two factors that may determine the actual behavior. Although originally, TAM 
was developed only to study the user's acceptance of word-processor technology (Davis et al., 
1989), this model has been widely used in academic researches because of its rigorous 
structure and solid theoretical foundation. For instance, O'Casss and Fenech (2003) applied 
TAM into the investigation of consumer behavior of online shopping. Pavlou (2003) used 
TAM to research the consumer's acceptance of Electronic Commerce. Vijayasarathy (2004) 
adopted the TAM to study consumer's intention of online shopping. Gefen, Karahanna and 
Straub (2003) investigated the trust and online shopping based on TAM. However, it has been 
argued that although TAM provide a powerful explanation of individual's acceptance of a new 
technology, it only limited its focus on the factors like (PU and PEOU) that determine the 
behavioral intention and failed to explain how those perceptions are established and what can 




2.1.4.1 Definition of Trust 
 
The definition of trust seems to be a complex conception and has been defined in many 
different ways according to different academic disciplines. However broadly speaking, the 
definition of trust can be categorized into three groups (Mayer et al, 1995). The first one is 
from the perspective of personality theory which defines trust as a 'belief, expectance, or 
feeling deeply rooted in the personality and originating in the individual's early psychological 
development' (Lee and Turban, 2001: 77). Differently, in the fields of sociology and economy, 
trust is considered as a social structure and exists in 'social properties of relationships between 
people' (Smith, 2002: 9). The third viewpoint is supported by social psychology which 
conceptualizing trust as the ‗expectations and willingness of the trusting party in a transaction, 
the risks associated with acting on such expectations and contextual factors and either 
enhance or inhibit the development and maintenance of that trust' (Lee and Turban, 2001: 77). 
Furthermore, in the integrative model of organizational trust that developed by Mayer et al. 
(1995) suggested that one of the important antecedents of trust is the perceived 
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trustworthiness of trustee which including a number personal attributes that are essential to 
build trust. Specifically, Mayer et al (1995) pointed out that ability, benevolence and integrity 
are three main constructs of trustworthiness. The attribute of ability is a set of skills and 
competencies that allow a party exert influence in a certain specific domain (ibid), thus trust 
can be regarded as domain specific (Zand, 1972). Benevolence means to what degree a trustee 
can be believed to willing to do good things to trustor rather than just act on its only profit 
maximizing. And the Integrity means that trusting party's perception that trustee will act 




2.1.4.2 Trust and Consumer Behavior 
 
It seems true that in the business context, trust is a significant antecedent of participating in 
business and the higher level of the trustworthiness of vendor, the higher level of buying 
intention consumers may have (Lee and Moray, 1992; Lee and Turban, 2001; Kim et al., 
2007). Gefen et al., 2003) did a research to explore the relationship between the trust and 
using B2C Web site shows that trust in e-vendor will positively affect the intended use of B2C 
Web site. Furthermore, Kim et al (2007:547) claimed that trust is a primary strategy that 
consumers will adopt to deal with 'uncertainty and uncontrollable future', and their research 
about undergraduate online shipping behavior indicates that consumer's trust has a strong 
positive influence on consumer's buying intention while have significant negative effects on 
consumer's perceived risk of online shopping. Moreover, researches done by Bhattacherjee 
(2002) and Gefen (2002) also comes to similar results that there is a direct relationship 
between the trust and purchasing intention from online shops. 
 
 
2.2 WOM and EWOM Communication 
2.2.1 Communication Theory and ‘5W’ Model 
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The word communication comes from the latin word communicare which means 'to share' or 
'to make common' (Weekly, 1967, P338). Follow this spirit, Carne (1996) defines 
communication as activities that in order to distribute and exchange information. Similarly, 
Devito (1986) suggested that communication is a process or activity that transmits a message 
from a sender to a receiver within a certain channel. Furthermore, Berger (1995) believed that 
there are four different levels of communication: 1) intrapersonal communication, such as 
'talking to one self‘ which use human brain as a communication channel. 2) Interpersonal 
communication which means the communication between two individuals through both 
verbal messages and non-verbal languages. 3) Organizational communication which means 
the communication happens among the members of organization or between the organizations, 
such as lectures. 4) Mass communication whichmeans use media like prints, broadcast, 




Furthermore, many communication models have been created in order to clarify the process 
of communication. Lasswell (1948) has developed the first model of communication in his 
article of 'the structure and function of communication in society', this model suggests that 
there are five basic elements in the process of communication: who, say what, in which 
channel, to whom, with what effects. Following this idea McQuail and Sven (1993) 
established a model (see Figure 2.3 in Appendix 3) to explain the communication process. 
Similarly, Shannon and Weaver (1949) also proposed a general model of communication 
process which is widely accepted as 'one of the main seeds out of which communication 
studies has grown' (Fiske 1982: 6). The Shannon and Weaver model suggests that 
communication began when sender encode a message, then the message is sent by a 
transmitter through a particular channel, after that the message is decoded by receiver. In 
addition, this model points out that the 'noise' could be a sixth element that influences the 
interpretation of the message. Nevertheless, both Lasswell model and Shannon & Weaver 
model could be criticized as only a linear one way model of communication. It can be argued 
that communication is not a one way street; therefore, when considering communication 
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process, it is necessary to take feedbacks of receiver into the consideration (Weiner, 1986) 
 
 
2.2.2 WOM and main characteristics  
2.2.2.1 Definition of Word of Mouth 
 
According to Arndt (1967) the traditional Word of Mouth (WOM) can be defined as an oral 
interpersonal communication between communicator and receiver, and receiver believed that 
the information regarding to brands, products and service provided by communicator is 
independent of commercial benefits. This definition of WOM emphasizes traditional WOM 
communication is an oral person to person communication without commercial purpose. 
Similarly, Westbrook (1987) defined WOM as an informal communication that occurred 
among consumers about features and evaluations of some services/products. It seems true that 
compare with Arndt (1967)'s definition, Westbrook (1987) has extended the form of WOM 
communication from only oral communication to informal communication. However, this 
definition still focuses on the area of service/products, it could be argued that the information 
conveyed by WOM can be more than those two categories (Buttle, 1998). Moreover, Tax 
(1993) has further developed Westbrook's definition of WOM by creating the conception of 
direction of WOM which indicates that the WOM information generated among consumers 
can either be positive or negative towards products and services.  
 
 
2.2.2.2 Characteristics of WOM Communication  
 
Traditional WOM is mainly face to face communication, and circulated within families, 
friends and others in peoples' social networking (Jansen and Zhang, 2009). Compare with 
other types of communication such as television, radio and advertising, it has its own unique 
features. Firstly, the information conveyed by WOM has high level of trustworthiness (Arndt, 
1967; Brown et al., 2007). Different with advertising in which the source of information is 
created and controlled by companies, WOM is generated by consumers who are independent 
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of commercial benefits, thus such consumer-dominated marketing communication is 
perceived to be more trustworthy, reliable than those firm-initiated communications 
(Schiffman and Kanuk, 1995). Moreover, it suggested that most of traditional WOM 
communications occur within close social relationships, such as families, friends and people 
who are similar in terms of certain attributes like interests, education and lifestyle (Roger, 
1983). Hence the information of WOM may easily be understood and accepted by receivers. 
In addition, Murray (1991) claimed that WOM communication is based on interpersonal 
relationship and trust mechanism and it is a two-way communication that people can have 
opportunities of clarification and feedbacks, thus it is a crucial source of information that can 
significantly reduced the perceived risk when consumer is about to make a purchase decision, 
particularly in a high uncertain environments. 
 
 
2.2.3 EWOM and main characteristics 
2.2.3.1 Definition of EWOM Communication 
 
As the advent of internet, especially the Web 2.0 technologies such as online discussion 
forums, consumer review site, blogs and social network website, the WOM communication 
are no longer limited in face to face communication that happened in physical world, 
consumers have increasing opportunities to share and exchange experiences, opinions and 
knowledge with a large amount of population in virtual community. (Lee et al. 2008). The 
earliest study of online word of mouth (EWOM) is Stauss (2000)' research which discussed 
the threats and opportunities bought by the increasing online communicationin business. In 
addition, Stauss (2000) pointed out that online communicationsthrough which internet users 
share information regarding brands and products/service can also be considered as a kind of 
WOM communication, namely, the Electronic Word of Mouth communication. Similarly, 
Tidwell and Walther (2002) defined EWOM as the WOM communications through email, 
online discuss forums, virtual community and consumer review websites. In the same logic, 
Hennig-Thurat et al., (2004: 39) considered EWOM as any 'positive or negative statement 
made by potential, actual and former customers about a product or a company, which is made 
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available to a multitude of people and institutions via internet'. Hence, it seems that the same 
with traditional WOM, EWOM is also a consumer-dominatedcommunication.However, it has 
some unique characteristics.   
 
 
2.2.3.2 Characteristics of EWOM 
 
Compare with traditional WOM, EWOM is different in some aspects. First of all, traditional 
WOM occurs among interpersonal social networking, thus the source of WOM may have a 
clear identity such as friends, family or experts in some area. In contrast, EWOM can occur 
between the internet users who have little or no relationship with each other and the sources 
of information may often be anonymous (Sen and Lerman, 2007).Hence, the anonymous 
nature of EWOM make information senders have more personal privacy and has lower 
pressure of public opinion, thus are more willing to share real information and experience 
about some products or brands no matter positive and negative (Gelb and Sundaram, 2002). 
However, it has been argued that the anonymity of EWOM may have negative impacts on 
quality and credibility of EWOM as EWOM may be influenced and manipulated by 
marketers to promote brands or products to mislead consumer‘s judgment (Chatterjee, 2001). 
Secondly, the traditional WOM is in form of oral communication through which the 
information is shared in synchronous mode (Steffes and Burgee, 2009), thus it is hard to be 
recorded and measured (Park and Kim, 2008). Differently, as EWOM is presented in many 
traceable forms such as writings, pictures, sounds and videos, it is more persistent and 
accessible (ibid). In addition, Chatterjee (2001) found out that the quantity of EWOM 
information which is available online is much more voluminous than the information that can 
be archived from offline WOM. Thirdly, traditional WOM is based on the platform of 
interpersonal networking and often share information between small groups of persons in 
synchronous way (Li and Hitt, 2008). On the contrary, the information technologies like 
newsgroups, online forum blogs and social networking websites allow WOM communication 
become a multi-way sharing of information in asynchronous mode (Hung and Li, 2007) thus 
EWOM can have much higher speed of transmitting information. Furthermore, as the 
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communication on internet is not limited by time and space and EWOM is archivable and 
searchable, thus information of EWOM can be easily copied, cited and shared to a large 
amount of communicators which may grow in exponential way in a very short time 
(Goldsimth, 2006). Therefore, compare with WOM, EWOM can be featured as unprecedented 
scalability and high speed of transmitting information. 
 
 
2.3 Factors influence effectiveness of EWOM and WOM on affecting consumer 
purchasing decisions (CPD) 
2.3.1 Factors influence effectiveness of WOM on affecting CPD 
 
According to Gilly et al (1998)‘s model of WOM communication (Figure 2.4 in Appendix 3), 
there are three factors that can influence the effectiveness of WOM on affecting CPD. The 
first factor is the characteristics of information source such as the degree of expertise of 
information senders.Information is sent by opinion leaders who normally possess superior 
product knowledge and experience are found to be more innovative than their followers 
(Baumgarten, 1975). And Gilly et al (1998)‘ study shows that information sender‘s expertise 
positively influences the information receiver's purchase decision (Gilly et al., 1998). 
Secondly, the Homophily between WOM seeker and source would be another element of 
affecting the effectiveness of WOM. Homophily means that to what degree the source of 
WOM and information receivers are congruent on certain attributes like demographic 
similarity as well as perceptual similarity such as values, lifestyle and preferences (ibid). 
Brown and Reingen (1987) pointed out that when the source of information are perceived as 
homophlilous, it will have greater influence than those sources that are perceived as 
heterophilous on affecting consumer purchase decision. Similarly, the result of Gilly et al 
(1998)' research also shows that the degree of similarity between the information receivers 
and sources of WOM is positively link with the influencing power of WOM. Finally, Gilly et 
al (1998) claimed that characteristics of information receivers such as prior knowledge, WOM 
preferences may also influence the effectiveness of WOM. Friestad and Wright (1994) also 
support this idea and believed that the information receiver's topic knowledge is one of 
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Although Gilly et al (1998)‘s model is quite informative, however, it can be argued that their 
research does not take the factors such as risk, tie strength and the degree of actively sought of 
information seeker into consideration (Bansal and Voyer, 2000). Therefore, based on Gilly et 
al (1998)‘s WOM model, Bansal and Voyer (2000) further examine the process of WOM on 
the basis of non-interpersonal forces and interpersonal forces. Bansal and Voyer (2000) added 
three new variables which may influence the effects of WOM on consumers‘ purchasing 
decision. First of all, the receiver‘s action of seeking WOM information should not be ignored 
when consider the factors that affect the effectiveness of WOM (Arndt, 1967b). It has been 
pointed out that the influences of WOM information would be much greater if the messages 
of WOM are actively sought by seekers than the WOM information that is passively found by 
seekers (Bansal and Voyer, 2000). Furthermore, it has been suggested that as the WOM is 
occurred within a relationship, thus some social structures like tie strength may also have 
effects on WOM transmission (Anderson, 1998). In addition, Brown and Reingen (1987) and 
Frenzen and Nakamoto (1993) both supported Bansal and Voyer (2000) findings and pointed 
out that the WOM information which is communicated within close relationships may have 
greater influences on receiver‘s buying decision. Furthermore, in Bansal and Voyer‘s model 
(Figure 2.5 in Appendix 4) of WOM, the perceived risk is also a vital element that influences 
the effectiveness of WOM. Consistently, Still et al. (1984) pointed out that in high risk 
scenario, WOM information may have dramatic influence on purchasing decision while in 
low-risk situation, it is much less influential. In addition, Murray (1991) reinforced this 
pointed, stated that because the nature of WOM communication, the WOM information is the 
most salient source to reduce perceived risk. 
 
 
2.3.2 Factors influence effectiveness of EWOM on affecting CPD 
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As EWOM communication is different with traditional WOM in some aspects which 
discussed in section 2.2.3.2, the theories adopted in WOM study may need to be modified to 
some degree in order to study the factors influence effectiveness of EWOM on affecting CPD. 
Brown et al., (2007) has redefined the three key constructs: homophily, source credibility, tie 
strength of traditional WOM communication models so as to develop a new model for 
exploring EWOM. According to Brown et al. (2007) as the online information source of 
WOM is Website rather than an individual, thus the concept of online tie strength is proposed, 
which focuses on the relationship between the information receiver and the relevant EWOM 
website. Refer to the concept of homophily, different with the traditional notion which is 
about common characteristics that people share in social network, online homophily is about 
the ‗notion of shared group interests and group mind set, evaluated at the level of the Website 
itself‘ (Brown et al., 2007: 9). Moreover, the construct of source credibility, such as the 
sender‘s expertise and opinion leader that adopted in traditional WOM also gain new 
meanings in the context of online environment. The source credibility of EWOM, for example 
can be the degree of authority a website has, which may have a crucial impact on perceived 
credibility of EWOM information (ibid). Such viewpoint has been further supported by Lee 
and Youn (2009). Their study has pointed out that different types of EWOM platforms like 
personal blogs, independent products review website can have different degree of impacts on 
EWOM reviewer‘s intention and product judgments. Specifically, their research shows that 
the EWOM on personal blogs is less trustworthy compare with brand‘s website and 
independent product review website, because thepersonal nature of some EWOM platforms 
like personal blogs may highlight the fact of unknown identity of reviewers (ibid). 
Furthermore, the framework (Figure 2.6 in Appendix 4) developed by Brown et al (2007) 
shows that the value of EWOM information depends on the source credibility which in turn is 
a function of Website tie strength, website homophily and actor‘s knowledge. In addition, 
Brown et al (2007) believed that value of EWOM information is largely determined by 
credibility of EWOM information, thus the higher level of credibility the EWOM information 
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Brown et al (2007)‘ model is partly supported by McKnight and Kacmar (2006) which also 
indicates that there is a positive relationship between perceived trustworthiness of EWOM 
and the willingness to accept that information which then may have effects on consumer‘s 
purchasing decision or attitude formation. Besides, Cheung et al (2009) added that some 
informationally based determinants such as argument strength, confirmation with receiver‘s 
prior belief will also have significant influence on perceived credibility of EWOM. The 
argument strength of EWOM is about how strong argument of the EWOM message is valid 
and convincing in supporting its position (ibid). It is evident that the valid arguments of 
EWOM are crucially important in forming receivers‘ positive attitudes toward the EWOM 
information then increased the credibility of the information. In contrast, the weak argument 
strength of EWOM information will lead to negative attitudes towards the information 
(ibid).Similarly many studies also support this view and suggested that in computer-mediated 
communication context, information‘s argument strengthwill have significant effects on the 
perceived credibility of the online information (Cacioppo et al 1983; Sia, Tan and Wei, 
1999;Bunker, 1994; Nabi and Hendriks, 2003).Refer to the confirmation of Prior belief which 
means the degree of consistency between the EWOM information and receivers‘ prior belief, 
it is believed that individuals will be more willing to accept the EWOM information that are 
consistent with their own knowledge (Alloy and Naomi, 1984;Crocker, 1981; Zeithaml, 1988; 
Zhang and Watts, 2003), thus higher level of such consistency, the higher level of perceived 
credibility of EWOM will be (Fogg, 2003; Fogg et al, 2001).  
 
 
Furthermore, Doh and Hwang (2009) have investigated the process of how individuals 
evaluate EWOM information and found out that besides the receivers prior knowledge, the 
direction of EWOM messages and the involvement of purchase decision can also influence 
the effectiveness of EWOM on influencing consumer‘s purchase intention. They suggested 
that the direction of EWOM (positive or negative) is a critical antecedent of EWOM effect. If 
the direction of EWOM messages are highly consistent with each other, consumer will more 
likely to adopt that EWOM messages to make purchase decision. On the other hand, the 
EWOM messages with low consensus with have weak persuasive power. In addition, it is 
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reported that the EWOM effect will increase when consumer has higher involvement with the 
products/service as consumers may motivated to elaborate the information processing and 
more likely rely on EWOM information as involvement with products/service increased (Doh 
and Hwang, 2009; Richins and Root-Shaffer, 1988) 
 
 
To sum up, this Chapter has reviewed the relevant literatures in the fields of consumer 
decision making, communication study and WOM/EWOM phenomenon in order to build a 
theoretical foundation for exploring the EWOM effects. Firstly, it reviews consumer decision 
making theories, especially the information processing model and technology acceptance 
model. Secondly, as both WOM and EWOM can be regarded as some forms of 
communication, the Lasswell‘s ‗5W‘ communication model and Shannon and Weaver‘ 
communication model have been taken into consideration. Finally, existing works refer to the 
definition and characteristics of WOM/EWOM have been reviewed, and a great rang of 
studies about the determinants of the persuasive power of WOM/EWOM and the power of 
WOM/EWOM in changing consumer‘s behavior have been examined and evaluated.   
 
 
Chapter 3 Research Model and Hypothesis Development 
 
This Chapter will attempt to develop a research model for examining the influential power of 
EWOM on affecting consumer decision making based on the literature review in Chapter 2. 
Moreover, the relevant hypotheses in the research model will be proposed.  
 
 
3.1 Research model 
 
Based on information processing model of consumer decision making process, it can be 
assumed that the influence ofEWOM information on consumer‘s buying intention are 
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following the steps of information search, information evaluation and then intention to buy. 
Therefore, the basic structure of proposed model contains three main parts: information 
communication, information evaluation and purchase intention. Moreover, in the information 
communication part, this model will adopt Lasswell‘s 5W communication theory to analyze 
the EWOM communication process. To be more specific, EWOM‘s effect on consumer‘s 
purchase intention will be examined in threephrases, namely, information sender, 
communication channel and information receiver according to communication process. 
Specifically, in the part of information sender, the expertise of sender will be considered. In 
the part of communication channelwhich, in this research, is mainly about Website based on 
Web 2.0 technology, thus the concepts of perceived usefulness and perceived ease of use that 
derive from Davis (1986)‘ TAM will be included. In addition, the tie strength between the 
information receiver and website will also be examined in this part. Finally, the Receiver part 
will include some characteristics of receivers such as perceiver risk of buying decision, 
propensity to trust.  
 
 
Furthermore, in traditional WOM theory, WOM has been considered has powerful influence 
on consumer decision making because compare with other firm-initiated communication such 
as advertising, TV, it is much more credible and trustworthy as it is generated by individuals 
who are independent of commercial interests (Silverman, 2001). Similarly, Simith (2002) 
studied the influence of peer recommendation in virtual community on consumer‘s buying 
behavior also suggested that consumer trust is an important mediator between the 
characteristics of peer recommendations and consumer‘s decision making. Moreover, it has 
been suggested that one of the main difference between WOM and EWOM is the later has 
anonymous nature which may have negative impact on the credibility of information (Sen and 
Lerman, 2007). Therefore, in information evaluation part of the proposed model, the 
trustworthiness of EWOM isexamined and considered as a mediating variable between parts 
of information communication and consumer‘s purchase intention. Hence, according to above 
analysis, this paper proposes a new framework (Appendix 7) to study the influence of EWOM 
on consumer‘s purchase intention.  
 




3.2 Hypothesis Development  
3.2.1 Information sender’s expertise (SE) 
 
Schinder and Brickart (2004)‘s research on EWOM indicates that when the content of 
messages conveyed by EWOM is regarded as prejudiced, lack of evidence and inaccurate, 
information receiver will not trust such kind of information and even ignore the messages.  
In contrast, when information shows a high degree of expertise, it may be considered as 
trustworthy and has stronger persuasive power (ibid). Prior studies have demonstrated that the 
effectiveness of communication is largely influenced by expertise of information sender, and 
people tend to trust those messages which are from highly credible source, such as experts 
(Eagly, Wood and Chaiken, 1978).  
 
In the context of virtual community, expert information sender can be defined as the 
information sender who is perceived as ‗capable of making correct assertion‘ (Pornpitakpan, 
2004: P244). Information from experts has persuasive power as the information receiver may 
have little doubt about the credibility and reality of the provided information (Sternthal and 
Craig, 1982). This viewpoint also supported by a number of scholars such as Gilly et al 
(1998); Dholakia and Sternthal (1997) whose studies suggested that sender‘s expertise is a 
vital factor for evaluating the trustworthiness of the information. Given that the information 
from consumers with high expertise will normally be more correct and trustworthy (Bristor, 
1990), Mitchell and Dacin (1996) suggested that the expertise of EWOM sender can 
significantly affect receiver‘s purchase decision. Based on the above reasoning, I propose the 
following prediction.   
 
Hypothesis 1: the perceived expertise of EWOM sender will positively affect the 
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3.2.2Perceived usefulness (PU) and Perceived ease of use (PEOU) 
 
TAM (Technology Acceptance Model) has long been considered as a robust theory to predict 
individual‘s attitude toward a new technology (Davis, 1989). According to TAM, perceived 
usefulness (PU) and perceived ease of use (PEOU) are two important variables that may 
affect people‘s attitude toward new information technology (ibid). Specifically, PU means 
how individual perceives new information technology could improve his/her performance and 
gain benefits from such technology. And it has been suggested that PU could directly affect 
the acceptance of new information technology (Gefen and Straub, 2003). Refer to PEOU, it is 
a belief about how easy the new information technology can be learned and operated, which is 
also considered has influence on determine people‘s attitude of accepting new information 
technology (ibid).  
 
 
Furthermore, several researches have extended the TAM to the field of trust study (Pavlou 
2002; Gefen and Straub, 2003; Gefen, 2000; Koufairs and Hampton-sosa, 2004). For example, 
in the e-commerce context, Koufairs and Hampton-sosa (2004) found that there is positive 
relationship between trustworthiness of e-vendor and consumer‘s PU and PEOU of the 
website of the online store. In term of EWOM communication, as it is based on Web 2.0 
technology which is emerged and wide used in recent years, thus compare with traditional 
WOM communication, EWOM communication can be a new form of communication 
technology, Hence, it seems plausible to apply TAM to study consumer‘s acceptance of 
EWOM and trustworthiness of EWOM. Thus, here I develop following hypotheses: 
 
Hypothesis 2: PU of EWOM communication is positive linked with trustworthiness of 
EWOM 
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3.2.3 Tie strength (TS) 
 
According to Money et al. (1998:79) tie strength is a multidimensional concept including 
closeness, intimacy, support association (Frenzen and Davis, 1990) and it is mainly about the 
‗strength of the dyadic interpersonal relationships in the context of social networks‘. Refer to 
WOM communication, it seems true that WOM communication occurs within some social 
relationships and tie strength of WOM can be defined as the degree of closeness of the 
relationship between the information receiver and information sender (Brown and Reingen, 
1987).  
 
Furthermore, it has been suggested that different degree of tie strength could have different 
influence on receive‘ behavior and value of information (Brown and Reingen, 1987; Frenzen 
and Nakamoto, 1993). For instance, it has been pointed out that compare with weak tie, 
stronger tie bears greater influence on receiver‘s decision making due to ‗the frequency and 
perceived importance of social contact among strong tie individuals‘ (Brown et al., 2007 :5). 
Similarly, Rindfleish and Moorman (2002)‘s research demonstrated that in the strong tie 
social networks, there is high level of intimacy, interaction frequency among members thus 
the information provided by network member is normally perceived to be trustworthy.  
 
 
In terms of EWOM in online community, as it is hard to identify the identity of information 
sender, thus the role of information source might become the EWOM website which can be 
considered as proxies for individuals (ibid). Hence, the tie relationship of EWOM becomes 
the information receiver and the website rather than individual like the in traditional WOM 
communication. In addition, Brown et al (2007) did a qualitative research suggested that the 
information on the website which has a close tie with information receiver is more likely to be 
perceived as trustworthy and have ‗an extra prong of authority‘ (P14). In other words, the 
website has strong tie strength with the information receivers is positively associated with 
perceived credibility of information it provided. Thus, in light of above discussion, following 
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hypothesis is presented:  
 
Hypothesis 4: the tie strength with the EWOM website is positively affecting the 
trustworthiness of EWOM it carried. 
 
 
3.2.4 Perceived risk (PR) 
 
Originally, the concept of PR is used in the field of psychology. In 1960, Bauer was first to 
apply the notion of PR into area of marketing study. According to Bauer (1960) perceived risk 
is about the uncertainty regarding to the consequences of buying decision which might lead to 
some unpleasant results that are different with the initial expectations. In addition, he added 
that perceived risk is consumer‘s subjective beliefs about the negative consequences of his/her 
decision, thus the level of perceived risk can be varied according to different individuals. 
Furthermore, many studies indicated that perceived risk is a crucial factor of influencing 
consumer‘s buying decision (Mitchell et al. 1999). For instance, Wood and Scheer (1996) 
pointed out that high perceived risk will negatively influence consumer‘s purchase intention 
which in turn discourages the buying behavior.  
 
 
In the field of WOM study, Bansal and Voyer (2002) suggested that the higher perceived risk 
is, the more actively the WOM information will be sought. Arndt (1967) also comes to a 
similar conclusion that consumers will frequently seek WOM information as a way to reduce 
the potential risk of buying decision. In the same vein, it is reported that in low risk purchase 
situation the effect of WOM information is much less significant on consumer‘s buying 
decision compare with scenario with high perceived risk (Still, Barnes and Kooyman, 1984). 
Such viewpoints further reinforced by Murray (1991) who believed that WOM information is 
the most salient source to reduce the perceived risk, mainly because its clarification and 
feedback opportunities. Therefore, it seems logical to infer that the high perceived risk may 
give WOM information more value and consumers tend to more rely on WOM information to 
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make judgments about products/services. Hence, the following hypothesis is submitted: 
 
Hypothesis 5: Perceived risk will positively affect the trustworthiness of EWOM. 
 
 
3.2.5 Trust propensity (TP) 
 
The concept of trust propensity was firstly introduced by Rotter (1967) who suggested that 
trust propensity is a generalized expectancy about the trustworthiness of others. Trust 
propensity has two important sub constructs: faith in humanity and trusting stance (McKnight 
et al 2002). Specifically, Faith in humanity means individual always holds beliefs that others 
are upright, well meaning and reliable. Trusting stance means ‗regardless of what one believes 
about people‘s attributes, one assume better outcome result from dealing with people as 
though they well meaning and reliable‘ (McKnight et al. 2002: 340).  
 
 
In addition, Hofstede (1980) claimed that the propensity of individual to trust is a personality 
trait that formed by a number of factors such as culture, experiences, personality type and so 
on. Moreover, it is considered that trust propensity is a personality trait which is relatively 
stable across variable situations (Sitkin and Pablo, 1992). Mayer et al. (1995) also support this 
view and claimed that trust propensity can be a stable ‗within party factor that will affect the 
likelihood the party will trust‘ (P715). Additionally, as trust propensity is a personal trait, thus 
people differ in their inherent propensity to trust according to different cultural background, 
developmental experiences and personality types. For instance, many studies in the field of 
trust shows that some individuals are observed to have high level of trust in situation even 
though most people have low level of willingness to trust. In contrast, some people tend to 
continuously keep low level of trust in spite of environmentencourages the trust beliefs 
(Mayer et al., 1995; McKnight et al., 2002). Furthermore, it is evident that trust propensity is 
an important factor that affects the influential power of trustworthiness of attributes; the 
higher trust propensity is, the greater the trustworthiness of attributes affect formation of trust 
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(Lee and Turban, 2001). In the same logic, McKinght et al (1998) stated that in the situation 
where no firsthand knowledge of other party can be found, trust propensity is a key for 
individual to form initial trust. Similarly, Bigley and Pearce (1998) also agree this opinion and 
pointed out that in the circumstance involving unfamiliar or unknown actors, trust propensity 
is the most relevant antecedent to form the trustworthiness of other parties. For instance, 
McKnight et al (2002)‘s research of trust in e-commerce demonstrated that individuals‘ 
beliefs and intention toward the trustworthiness of e-vendor can be largely influenced by the 
trust propensity of individual. Therefore, it might be logical to assume that trust propensity of 
individual can affect the trustworthiness of EWOM information which is created and 
articulated by someone online. The following prediction is developed:  
 
Hypothesis 6: individual‟s trust propensity is positively affect the trustworthiness of 
EWOM. 
 
3.2.6 Trustworthiness of EWOM (TOE) 
 
It has been widely agreed that the trustworthiness of seller and their products (services) could 
be an essential perquisite for consumer decide to make purchase action (Gefen, 2002; 
Jarvenpaa et al., 1999). In addition, Kim et al (2008) further stated that in ‗cyber transactions‘, 
trust even plays a more important role. Similarly, Wathen and Burkell (2002) believed that the 
judgment of information‘s credibility is a key stage in message persuasion process. Thus once 
an EWOM message is perceived as more credible, consumers will more likely to adopt the 
EWOM and using them in purchase decision making (Nabi and Hendriks, 2003). Moreover, 
some trust researchers also suggested that there is positive and direct relationship between 
trust and purchase intention of online shopping behavior (Bhattacherjee, 2000; Mcknight et al., 
2002). For example, an empirical study done by Mcknight and Kacmar (2006) demonstrate 
perceived information credibility is positively linked with accepting online information. 
Therefore, following hypothesis can be proposed:  
 
Hypothesis 7: trustworthiness of EWOM will positively affect consumer‟s purchase 
 





In summary, this chapter has developed the research model by integrating the 
‗5W‘communication model, information processing model and technology acceptance model. 
In addition, according to the existing literature, six independent variables namely, sender‘s 
expertise, perceived usefulness, perceived ease of use, tie strength, trust propensity, perceived 
risk, are examined and considered have effects on the power of EWOM. Moreover, it assumes 
that the effectiveness of EWOM on affecting consumer‘s purchase intention largely depends 
on the perceived trustworthiness of EWOM. Therefore, based on the proposed model, seven 
Hypotheses have been developed. 
 
 
Chapter 4: Research Methodology 
 
There are mainly two parts will be included in this Chapter. The first part will discuss and 
compare strength and weakness of the quantitative methods and qualitative method to provide 
a justification of adopting quantitative method in this research. The second part will concern 
about the questionnaire design and data collection  
 
4.1 Selection of Research Methods 
 
Broadly speaking, quantitative and qualitative methods are two main research approaches in 
social science research (Tewksbury et al, 2005). It is normally believed that the two 
approaches have their own distinctive characteristics, thus are appropriate for different 
purpose (Bryman, 2004). To be more specific, quantitative methods adopt the idea of 
positivism which considersthe social world stands externally, thus should use objective 
methods to measure and study its properties (Smith et al 1991). Hence, most of quantitative 
researches are numerical and focus on the objectivity, generalizability and reliability of the 
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research and clear prediction of cause and effects among variables (Cormack, 1991). 
Conversely, qualitative approach is derived from the view of phenomenology which doubts 
the exterior and external nature of knowledge and believed the knowledge and reality is 
socially constructed (Simith et al. 1991; Husserl, 1946). Thus qualitative methods focus on 
exploring the subjective understandings of a social phenomenon. Therefore, it seems clear 
that quantitative methods is appropriate to verify or test the theory and hypothesis relationship 
that based on existing knowledge whereas qualitative approaches are suitable for developing 
theory inductively and especially effective for ‗studying subtle nuances in attitudes and 
behavior and for examining social processes over time‘ (Rubin and Babbie, 2009: 230). Hence, 
refer to this research, as the main purpose of this study is to test the influences of 
trustworthiness on consumers‘ buying intention and the influences of various factors on the 
trustworthiness, all of the hypotheses in this research are based on the existing literature. 
Hence, quantitative approach might be more suitable for this study than qualitative methods. 
 
 
4.2 Strength and Weakness of Quantitative Methods 
 
Quantitative research methods are widely adopted in the academic fields like sociology, 
business study, economics and psychology (Bryman, 2004). For example, Laura and Leahey 
(2008) has done comprehensive analysis which shows that almost 70 percent of articles on 
two top sociology journals between 1935 and 2005 are adopting quantitative methods. 
Furthermore, it has been suggested that quantitative methods has some distinctive strengths. 
Firstly, it may be true that quantitative approaches are more reliable than qualitative one in 
many cases. Duffy (1985) claimed that in quantitative research, the irrelevant variables should 
be either controlled or deleted within the internal structure of the research, thus all the data 
generated by quantitative methods could be evaluated by standardized testing. Moreover, 
Balsley (1970) added that quantitative data are mainly collected through controlled 
observation, mass surveys and questionnaires, laboratory experiments and other forms of 
research manipulations, thus can have high levels of reliability. Furthermore, different with 
qualitative approaches that researchers may highly involved into the research process, even 
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develop a personal relationship with subjects, which may lead to researchers have a biased 
view on subjects, thus resulting in subjectivity of the collected data (Cormack, 1991; 
Sandelowski, 1986), In quantitative research, researchers have much less interaction with 
subjects, thus such detached and impersonal way of gathering and analyzing data can to large 
extent avoid researcher involvement and ensure the objectivity of judgment (Kealey and 
Protheroe, 1996; Cassell and Symon, 1994; Duffy, 1986). In addition, quantitative approaches 
might be easier to have a sample with large population, thus the result of quantitative research 
might be more representative than qualitative ones (Bryman, 2004). 
 
 
Although quantitative approach has above strengths, it has been criticized in several aspects. 
Firstly, it has been argued that quantitative approach ignores the differences between the 
social and natural world (Bryman, 2004). Bryman (2004) argued that it is problematic that 
quantitative methods failed to realize the facts that the social world is interpreted by people 
and ‗the capacity for self-reflection cannot be found among the objects of natural sciences. 
(P78)‘. Moreover, it is suggested that the measurement process of many quantitative 
approaches is questionable (Cicourel, 1964). As many quantitative data is collected by using 
questions with fixed-choice answers, the differences of interpretation of key terms of 
questioned cannot be reflected in the data collected, which Cicourel (1964 :108) believed the 
quantitative approach only gives ‗ a solution to the problem of meaning by simply ignoring it‘. 
Furthermore, compare with qualitative research methods, quantitative approaches seems 
inflexible and superficial. For example, in survey and questionnaire, all the research 
participants are expected to answer identical questions with fixed choices, thus it is difficult 
for quantitative research to explore the depth understanding of behaviors demonstrated by 
participants (Cormack, 1991).   
 
 
4.3 Data collecting methods 
 
Basically, there are many different types of approaches can be adopted in quantitative research 
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including surveys (mail/email/online survey, self-administered questionnaire survey, 
telephone surveys), correlational research, trend analysis, experimental research, descriptive 
research (Cormack, 1991). Refer to this research, survey research will be adopted as a main 
way to gather data and subsequent analysis. 
 
 
4.3.1 Survey Research 
 
It is said that among quantitative methods mentioned above, survey research is a very popular 
one and has been widely adopted by quantitative researchers (ibid). According to Balsley 
(1970) survey research is about using questionnaire, statistical surveys to collect data from a 
sample of population which can be representative of the whole population within a certain 
degree of error. It seems evident that survey methods is particularly effective in examining 
individuals‘ perceptions, attitude, behavioral intentional and behavior. Moreover, Babbie 
(2010: 293) pointed out that survey methods can also offer ‗advantages in terms of economy‘, 
as a large amount of data can be gathered in a relatively cheap way. Although this method 
often be criticized as artificial, superficial and has low level of validity, it seems that the 
standardization of survey data may make this method strong in reliability (ibid).  
 
 
Survey research is normally consisting of questionnaire design, questionnaire administration, 
sampling and data analysis (Balsley 1970). In terms of data collection methods, there are 
several different types of survey research. For example, in-person interview, telephone 
interview, Omnibus survey, self-administered questionnaires, online survey and so on. 
However, different types of survey method have different strengths and weakness. To 
illustrate, the telephone survey which means use telephone to present the questionnaire, is 
considered to have a relatively high respond rate and is flexible as unsuitable questions can be 
changed and new question can be added during the process (Babbie, 2010). Nevertheless, it 
can be argued that telephone survey is very time consuming compare with others like 
self-administered questionnaire and it only limited with the sample who own a telephone 
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(ibid). As far as this research is concerned, the primary method adopted to collect data is 
self-administered questionnaire which is a questionnaire that participants can manage to 
complete by themselves on paper or via computer (ibid), for following reasons. Firstly, this 
research requires large sample in constraint time, thus this method can help to reach a large 
number of people in a very short period (Bryman, 2004). Moreover, this method allows 
respondents answer the questions in anonymity and offer the opportunity for reconsideration, 
thus the answer may remain high level of objectivity and reliability. In addition, compare with 
other survey methods such as telephone survey and interview survey, this self-administered 
questionnaire mainly gather the data through mail/email which is less time consuming and 
inexpensive (Babbie, 2010).  
 
 
4.4 Questionnaire Design  
 
As mentioned in chapter two, the high involvement products such as expensive digital 
products, consumers will more likely to follow the linear decision making process 
(information search, information evaluation, purchase intention) compare with buying low 
involvement products. In addition, the research model proposed in this paper is developed 
based on the information processing model. Therefore,the survey questionnaire is designed 
based on participants‘ computer buying experience, which can be regarded as highly involved 
decision making process.  
 
 
The self-administered questionnaire consists of three parts. The first part was designed for 
general understandings about participants‘ experiences of using EWOM and purchasing a 
computer. The main purpose of this part is to determine whether the participants meet the 
requirements for this research. The second part was designed for measure the independent 
variables including the expertise of EWOM sender, perceived usefulness of EWOM website, 
perceived ease of use of seeking EWOM website, the receiver‘s tie strength with the EWOM 
website, perceived risk and receiver‘s propensity to trust, the mediating variable 
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(trustworthiness of EWOM) and the dependent variable (receiver‘s purchase intention). The 
third part is used for collecting some basic information such as age, gender, working 




4.4.1 Constructs Measurement  
 
All the variables in this research model are measured by referring to the existing literature, 
thus high level of validity is expected. Nevertheless, some measurements has modified 
slightly according to the unique characteristics of EWOM. In addition, every question in the 
part two adopts 7 point Likert scale with 1=strongly disagree to 7=strongly agree.  
 
 
4.4.1.1 Sender’s expertise (SE) 
 
As mentioned in this paper, Sender‘s expertise is defined as levels of information sender‘s 
capability on ‗making correct assertion‘ (Pornpitakpaa, 2004: P244). Thus the variable of 
sender‘s s expertise can be measured by adopting Netemeyer and Bearden (1992)‘s methods 
on assessing an individual‘s knowledge and competency. They have measured an individual‘s 
knowledge and competency base on five aspects: knowledgeable, competent, expert, trained 
and experienced. Moreover, Bansal and Voyer (2000) has successfully applied this method to 
measure sender‘s expertise in traditional WOM scenario. However, due to the anonymous 
nature of EWOM communication, information receiver‘s perception on information sender is 
limited, thus it is hard to identify the knowledgeable and trained aspects of the sender. 
Therefore, in this research, the EWOM sender‘s expertise is measured in three aspects; 
knowledgeable, expert and experienced. Similar with Bansal and Voyer (2002)‘s study, this 
paper will measured the variable by three questions and each question adopts 7 point Likert 
scale (1=strongly disagree, 7=strongly agree) as following:   
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1. I think the sender of this EWOM is familiar with the computer-related knowledge  
2. I think the sender of this EWOM is an expert in computer field  
3. I think the sender of this EWOM has abundant experience of using computer.  
 
 
4.4.1.2 Perceived Usefulness (PU) 
 
The questions develop to measure Perceived usefulness of EWOM website are derived from 
the researches of Gefen (2003) and Ahn et al., (2003). Gefen et al. (2003) developed six 
questions (two are dropped) to measure the perceived usefulness of web site for CD/book 
searching and buying. Ahn et al. (2003) put forward questions to measure the perceived 
usefulness of online shopping mall. Hence, for the purpose of this research, three relevant and 
similar questions which all proven to be valid and reliable in researches of Gefen et al. (2003) 
and Ahn et al (2003) has been adopted and each question adopt 7 point Likert scale as 
following:   
 
1. I think EWOM website is useful  
2. I think the EWOM website can help find the useful information easier  
3. I think the EWOM website can help to buy computer with high price/value  
 
 
4.4.1.3 Perceived Ease of Use (PEOU) 
 
Similar with the variable of Perceived usefulness, Perceived ease of use (PEOU) is also 
measured by referencing to the studies of Gefen et al. (2003) and Ahn et al (2003). Gefen et al. 
(2003) developed six questions (two dropped) to measure the perceived ease of using web site 
for CD/book searching and buying. Ahn et al. (2003) use seven questions to measure the 
perceived ease of using web site. Thus, for the purpose of this research, three questions which 
are relevant and are reported with satisfactory reliability are proposed as following: 
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1. I am skilled in using EWOM website  
2. Search information on EWOM website is easy for me  
3. To interact with EWOM website is easy for me 
 
 
4.4.1.4 Tie strength (TS) 
 
The tie strength between the EWOM information receiver and the EWOM website is mainly 
measured by using scales adopted from Frenzan and Davis (1990). They measure the variable 
of tie strength from the aspects of closeness, supportive, intimacy and association to find out 
the influence of tie strength on offline WOM effectiveness and purchase decision. Such 
measurement of tie strength has been widely tested validity (Aggarwal, 2004; Patterson and 
O‘Malley, 2006). In addition, concept of familiarity of website developed by Gefen (2000), is 
also used by this research. Hence, following questions are finally used to measure the tie 
strength in this research. 
 
1. The EWOM website has become a part of my life. 
2. I have a sense of intimacy with the EWOM website 
3. I am very familiar with the EWOM website 
4. Visit this EWOM can represent my personal identity. 
5. I visit this EWOM website quite often. 
 
 
4.4.1.5 Perceived Risk (PR) 
 
Murray and Schlacter (1990) has measured the variable of perceived risk in six components 
which are financial risk, performance risk, physical risk, psychological risk, social risk and 
convenience risk. And this measurement has been widely regarded as reliable (Bansal and 
Voyer, 2000; Kim et al., 2008). In addition, based on Murray and Schlacter (1990)‘s research, 
Kim et al. (2008) has revised the original questions in order to apply the concept into the 
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context of e-commerce, which narrow the variable of perceived risk in online commerce into 
two main categories: the performance risk and financial risk. And such measurement has also 
been reported has satisfactory reliability. Hence, this research will adopt the Kim et al 
(2008)‘s measurement on perceived risk, and following questions are developed:  
 
1. I am worried that there will be a better option after I buy the computed recommended by 
EWOM information. 
2. I am worried that I will pay more money than the real value of the computer I chosen 
3. I am worried that the computerI am going to buy may not suitable for me  
 
 
4.4.1.6 Trust Propensity (TP) 
 
Trust propensity is a construct which indicates the ‗likelihood that a person will exhibit trust‘ 
(Walczuch and Lundgren, 2004: 161). And Walczuch and Lundgren (2004) has developed 8 
items on 5-point Likert-type scale to measure the construct of the propensity to trust (trust 
propensity) to study consumer trust in e-retailing. However, this research selects three items 
which can be applied to the EWOM study and each item is changed to use 7-point Likert-type 
scale in order to keep consistent with the measurements of other variables 
 
1. I believe that most people are trustworthy 
2. I will always trust others unless he/she cheat on me 




4.4.1.7 Trustworthiness of EWOM (TOE) 
 
According to Meyer (1988) the concept of trustworthiness of EWOM can be measured based 
on the aspects of objectivity, completion, correction and credibility. And Gefen et al. (2003) 
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has adopted Mayer (1988)‘s measurement of Trustworthiness to study the trust in e-service. 
Moreover, derived from the above researches, Cheung et al (2009) have added a new 
dimension: accuracy, to measure the perceived credibility of EWOM. Hence, this research 
adopted the questions used by both Mayer (1988) and Cheung et al (2009) to measure the 
trustworthiness of EWOM:  
 
1. The EWOM on the website is credible  
2. The EWOM on the website is factual  
3. The EWOM on the website is correct  
4. The EWOM on the website is complete and sufficient  
5. The EWOM on the website is accurate  
 
 
4.4.1.8 Influence on Purchase intention (IPI) 
 
Bansal and Voyer (2000: 171) defined influence of traditional WOM on purchase intention as 
‗the influence of the sender‘s WOM on receiver‘s purchase intention‘. And their study 
modified the measurement of Gilly et al (1998)‘s research on this construct, and developed 8 
items each with 7-point scale to measure the construct from aspects of new information given, 
mention of helpful things, provided different ideas, mind was changed, influence in service, 
significantly influence, really helped and influence on feature. Thus refer to this study, 5 most 
relevant items have been selected, as following:  
 
1. The EWOM messages have provide new information for my purchase decision making 
2. The EWOM messages have changed my original attitude and thoughts toward computer 
3. The EWOM messages have significant influences on my final buying decision  
4. The EWOM information make my purchase decision from vague to clear  
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4.5 Research process 
4.5.1 The target population  
 
As the purpose of this research is to study the influences of EWOM on young Chinese 
consumers‘ buying intention and all data is collected base on participants‘ computer 
purchasing experience, there are two requirements must be met by participants. Firstly, as this 
research is about EWOM which is based on internet, thus all participants should have basic 
experiences and skills of using internet. Secondly, all the participants should have some 
knowledge about virtual community and EWOM and experiences of searching and browsing 
EWOM online. 
 
Therefore, this research attempts to focus on Chinese college students as target population for 
four reasons. First of all, the age range of college students is appropriate for this research 
purpose. Furthermore, they normally have more leisure time than either office workers or high 
school students, thus they may have more opportunities and time to surf the internet. 
Additionally, they are relatively educated, thus may have better knowledge about computers 
and internet. Finally, college students may have high demand on computer for either study or 
entertainment, thus they may more likely have experiences on buying a computer.  
 
 
4.5.2 The size of sample 
 
Garver and Mentzer (1999) suggested that as a rule of thumb, the sample size should above 
200 so as to generate sufficient statistical power for data analysis and they considered the 200 
as a critical sample size. Similarly, According to Boomsma (1982), when employ structural 
equation modeling to analyze data, a large sample size is always preferred. A large sample can 
not only improve the accuracy of parameter estimation, but also effectively avoid the issues of 
nonconvergence and improper solution. Hence, Boomsma (1982) pointed out that in order to 
get relatively valid result, the minimum sample size shouldbe 100 and the more the better. 
However, although theoretically, sample size is the large the better, the cost of reaching a 
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large sample should be taken into consideration. Thus it seems logical that an appropriate 
sample size should be a good balance of the research budget constraint and the ideal sample 
size. Therefore, based on above consideration, this research determines the sample size is 120.  
 
 
4.5.3 Data collection of this research 
 
As the target population is Chinese college students, thus 150 self-administered 
questionnaires were distributed in Zhejiang University and Zhejiang industrial university 
between 10/07/2011 and 04/08/2011 through email and QQ (instant messages software). 50 
self-administered questionnaires were distributed through my personal and my friend‘s social 
networks by email between the 15/07/2011 and 30/07/2011. In total, 123 of them returned 
their questionnaires, but 10 of them are abandoned for following reasons: firstly, 6 
questionnaires were found failed to answer all questions. 1 questionnaire has given multiple 
answers to one question; 2 respondents indicate that they do not has experience of searching 
and using EWOM as information source for making purchase decision and 1 respondent 




In summary, this Chapter mainly concerns the methodology of this dissertation.In the first 
place, it compares and contrasts the strength and weakness of quantitative approaches and 
qualitative approach. Andaccording to the nature of this research, the quantitative method has 
been adopted.Secondly based on the model developed in Chapter 3 and refer to the existing 
literature, the questionnaire that used to measure each variable in the research model has been 
developed. Thirdly, as this research attempts to study the EWOM phenomenon among 
Chinese young consumers, the data was largely collected in two Chinese universities through 
self-administered questionnaire. However, due to the constraints of time, the research sample 
is relative small and only 113 valid questionnaire returned.  
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Chapter 5: Analysis and Results 
 
This Chapter consists of two parts, the first part is about testing and presenting the result of 
the hypotheses that developed in Chapter 4. And the second part will test the effects of 
mediation in the proposed model in the purpose of further examining the relationships among 
variables in the research model 
 
Part 1 
5.1 Descriptive statistic analysis  
 
Table 5.1 
Respondents‘ demographic information  
Variable                 total number            n                   % 
Gender  113 
Male 55                 48.7 
Female  58                 51.3 
Age               113 
  -20 12                 10.6 
  21-30 95                 84.1 
  31-40 6                   5.3 
  41+ 0                    0 
Working age       113 
  0 93                82.3 
  1-5 18                15.9 
  6+  2                  1.8 
Education            113 
  High school 11                 9.7 
  Bachelor 76                 67.3 
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  Master or above  26                 23 
Internet age   113 
  -1 0                   0 
  1-4 1                  0.9 
  5-6 32                28.3 
  7+ 80                70.8 
 
 
The third part of questionnaire has explored the demographic information of respondents. By 
the descriptive analysis of SPSS 16.0, Table 5.1 reveals the details of sample profile.It shows 
that there are 55 male participants and 58 female participants, which occupies 48.7 percent 
and 51.3 percent of the whole sample respectively. Thus, the gender distribution of this 
sample seem being well balanced. Refer to the age, 12 respondents are younger than 20 which 
occupy 10.6% of the whole sample, 95 respondents are between 21-30, 6 participants are 
between 31-40, which represent 84.1% and 5.3% of the whole sample respectively. Because 
the majority of participants are recruited in universities, the participants younger than 30 are 
occupied 97.7% of the whole sample which shows appropriate for the research purpose. In 
addition, 82.3 % of participants do not have any working experiences, 15.9% of respondents 
have 1-5 years working experience and 1.8% of participants have more than 6 years working 
experience. Such result is reasonable as most of participants are college students. In terms of 
education, 9.7% of participants have an educational attainment lower than degree level, with 
67.3 per cent having a bachelor‘s degree and 23 per cent of participants having a master 
degree or even higher. Thus, the participants who own a degree above bachelor is about 90.3 
per cent which may indicate that the sample have good education background. Refer to the 
internet using age, 28.3 per cent participants have 5-6 years experience of using internet, with 
70.8 per cent have more than 7 years experiences, the participants who have more than 5 
years internet using experiences occupied 99.1 per cent of the whole sample which is suitable 
for this research as this research is based on internet using experience.  
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Furthermore, the following table shows the descriptive analysis of the data about the variables 
that will be tested in this research. According to the mean score of each variable, it seems that 
majority of people consider the EWOM senders have median level of expertise. Similarly, 
most of participants consider ties strength and perceived risk are also around median level. 
The mean of trust propensity is 4.8, which is close to 5 suggests that most of participants tend 
to trust other parties to some degree. Moreover, the two highest scores are perceived 
usefulness (5.26) and perceived ease of use (5.29), which suggests that majority of 
participants believed the EWOM website is useful and is easy to use. Refer to the 
trustworthiness of EWOM, the means score is 4.75 indicates that most of people believe the 
EWOM information can be trusted to some extent. 
 
Table 5.2 Descriptive analysis of variables  
Variable Min Max Mean Std. N 
SE  1.33 7 4.55 1.19 113 
TP 1.67 7 4.8 1.15 113 
PU 1,67 7 5.26 1.11 113 
PEOU 1.67 7 5.29 1.17 113 
TS 1.60 6.4 4.13 1.14 113 
PR 1.33 7 4.19 1.20 113 
TOE 2 6.6 4.75 1.00 113 
IPI 2 7 4.88 1.03 113 
 
 
5.2 Reliability Test and Result 
 
According to Bryman and Cramer (2006), reliability of a measure is about the consistency 
and stability of findings that enable the result to be generalized. It is said that there are three 
aspects of reliability including equivalency reliability, stability reliability, and internal 
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consistency. To be more specific, equivalency reliability is about the extent to which two or 
more items measure identical concepts at the same level of difficulty and it is particularly 
concerned aboutcorrelational relationships rather than causal relationship (Burns and Burns, 
2008). Stability reliability (test, retest reliability) means the result of analysis will be the same 
or similar when testing the same sample over time. Finally, the internal reliability mainly 
concerns the extent to which the items on the test are measuring the same characteristic, skill 
or quality (Bryman and Cramer, 2006). Thus the internal reliability can help to examine the 
limits of the relationship and the value of scores among variables, and is particularly 
important in dealing with multiple-item scales (ibid). Moreover, it has been pointed out that 
the Cronbach alpha analysis which can be employed to calculate the average of all possible 
split-half reliability coefficients is one of the most widely accepted methods to test the 
internal reliability (ibid). In addition, according to Bryman and Cramer (2006), to ensure the 
data has a high level of internal reliability, the Cronbach‘s alpha should be at least 0.8. 
However, Devellis (1991) hold a different view and argued that the minimum value of 
Cronbach‘s alpha should be 0.65, is good between 0.7-0.8 and is very good between 08-0.9. 
Similarly, Nunnally (1978) believed that the minimum acceptance value should be 0.7. 
 
 
In this research, SPSS 16.0 will be used to conduct the Cronbach alpha analysis of the data, 
see Appendix 5, Table 5.3. In the ‗corrected item-total correlation‘ column, all the values are 
above the critical value 0.3 and most of values are above 0.7 (only three are around 0.5), thus 
it indicates that in each factors, no item is measuring something different from the scale as a 
whole. Moreover, although some values in the column of ‗Cronbach‘s alpha if item deleted‘ 
are higher than the final alpha value of each factor, all the values in the ‗Cronbach‘s alpha‘ 
column are above 0.8. Hence, it is not necessary to remove any item. Overall, the result of 
reliability test is acceptable, thus further analysis can be continued. 
 
 
5.3 Regression Analysis and Results  
 
 
Page 52 of 92 
 
Table 5.4 Multivariate regression analysis  
Variable Unstd. B Std. B   t  Sig. Tolerance  VIF 
SE 0.185 0.213 2.90 0.005 0.669 1.431 
TP 0.236 0.265 3.70 0.000 0.753 1.327 
PU  0.128 0.140 2.10 0.035 0.887 1.127 
PEOU  0.145 0.171 2.50 0.014 0.809 1.236 
TS 0.244 0.279 4.20 0.000 0.874 1.145 
PR 0.190 0.217 3.15 0.002 0.788 1.270 
Note:  a. Dependent variable: TOE  
       b. Adjusted R square 0.573 (F=26, sig=.000) 
 
In order to test the proposed research model, two analyses will be run by SPSS. The 
first is the multivariate regression analysis which is employed to test the relationship 
between the independent variable (sender‘s expertise, Perceived usefulness, 
Perceived ease of use, Tie strength, Perceived risk and Trust propensity) and 
dependent variable (Trustworthiness of EWOM). The second is the simple linear 
regression between the dependent variable (TOE) and independent variable (IPI). 
 
 
Table 5.4 presents the result of multivariate regression analysis. According to 
Bryman and Cramer (2006), the R
2
 is about how much of the variance in the 
dependent variable is explained by the model, and they pointed out that the R
2
 value 
between 0.3 and 04 is satisfactory. In addition, it is said that when the sample size is 
small, R
2
 value may be an optimistic overestimation of the true value of the whole 
population, thus the adjusted R
2
 value should be take into consideration. As the 
sample size is relatively small, thus the adjusted R
2
 value is examined. The adjusted 
R
2
 is 0.573 in this research with the F-statistic of 26 and Sig. of .000, thus it indicates 
the 57.3% of variance of dependent variable is explained by all independent variables. 
Furthermore, as all the Tolerance scoresare above 0.10 and all VIF values in the 
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model are below 10, there is no problem of multicollinearity. Hence, the overall 
model fit is satisfactory.  
 
 
The table 5.5 presents the results of simply linear regression analysis of independent 
variable TOE and dependent variable IPI. The adjusted R square is 0.461 with 
F-statistic of 96.727 and Sig. of 0.000, which means this model, has explained 46.1% 
of total variance in the influences of purchase intention, thus the overall model fit is 
satisfactory    
 
Table 5.5 Simple regression analysis of TOE and IPI 
Variable        Unstd.B        Std. B           t          Sig. 
Constant          1.347                                   0.000 
TOE            0.725          0.682         9.837       0.000 
Note:  a. Dependent variable: IPI 
       b. Adjusted R square 0.461 (F=96.727, Sig=.000) 
 
 
5.3.1 Hypothesis Testing  
5.3.1.1 Sender’s expertise and Trustworthiness of EWOM 
 
The first hypothesis predicts that the perceived sender‘s expertise of EWOM will 
positively affect the trustworthiness of EWOM. This hypothesis is well supported by 
the analysis results which reveal that the sender‘s expertise, indeed is a positive and 
statistically significant factor to influence the trustworthiness of EWOM (B=.213, 
Sig. =0.005). Therefore, it can be true that the EWOM have larger influence when 
people believe that the EWOM information sender has abundant experience of using 
the recommended products or service or have professional knowledge toward the 
product/service.  
 




5.3.1.2 Perceived usefulness of EWOM website and Trustworthiness of EWOM 
 
The second hypothesis proposed that the perceived usefulness of EWOM website is 
positively related to the trustworthiness of EWOM. The result in table 5.4 suggested 
that this hypothesis is well supported. The coefficient on the variable of perceived 
usefulness of EWOM is statistically significant at the level of p<0.05. And this result 
is consistent with the TAM theory that the perceived usefulness of a certain 




5.3.1.3 Perceived ease of use of EWOM website and Trustworthiness of EWOM 
 
The H3 predicts that the perceived ease of use of EWOM website is positively related 
to trustworthiness of EWOM. The result provide a support to this hypothesis, it 
shows that the perceived usefulness of EWOM is significant with the coefficient of 
0.171 (Sig. =0.014). Similar with the H2, this hypothesis also further extends the 
application of TAM. Thus, the easier the use of EWOM website, the more likely 
people tend to trust the EWOM information on that website. Therefore, take the H2 
into consideration, it is clear that the two main components in TAM both have 
explanation power on the trustworthiness of EWOM to some degree. However, it 
should be noted that the beta value of PEOU (B=0.171) is slightly higher than the 
beta value of PU (B=0.140), Thus it suggests that PEOU may have higher level of 
impact on trustworthiness of EWOM than the perceived usefulness. This result, to 
some extent, is contradictory with the findings of Davis (1989) who claimed that the 
perceived usefulness have much stronger influence on changing people‘s acceptance 
of new technology. One possible explanation is that due the anonymous nature of 
internet communication (Sen and Lerman, 2007), there are few cues left for judging 
 
Page 55 of 92 
 
the quality of the information, thus in such context the influence of perceived 
usefulness of EWOM is reduce to some degree.  
 
 
5.3.1.4 Tie strength and trustworthiness of EWOM 
 
The Hypothesis 4 proposes a positive relationship between the tie strength and 
trustworthiness of EWOM. Table 5.4 reveals astrong support for the hypothesis and it 
shows that the variable tie strength is significant with the coefficients of 0.279 at the 
level of p<0.0001. Therefore, it seems true that consumers will tend to trust the 
EWOM information on the website which has a close tie with them. And to some 
extent, this result also consolidate the view of Brown et al (2007) who claimed that 
the credibility of information is depended on the relationship between the 
information sender and information receiver. Furthermore, from the table 5.4, it can 
be found that the beta value of tie strength is the largest among all independent 
variables, thus it may indicate that in this researching model, tie strength is the most 
important factor in affecting the trustworthiness of EWOM in the context of EWOM 
communication.  
 
5.3.1.5 Trust propensity and trustworthiness of EWOM 
 
The Hypothesis 5 predicts that trust propensity of information receiver will positively 
affect the trustworthiness of EWOM. The result in table 5.4 well supports this 
hypothesis, shows that the trust propensity of receiver is a significant predictor 
(B=0.265, p<0.0001) of the trustworthiness of EWOM. And this result is consistent 
with the exiting research that individual‘s trust propensity is an crucial factor that 
will determine the degree of individual‘s perceived trustworthiness of other parties 
(McKnight et al., 2002; Mayer et al., 1995). Moreover, the result also reveals that the 
Beta value (0.265) of trust propensity is the second largest one among all variables in 
the model, only slightly lower than the tie strength factor, thus, it suggests that trust 
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propensity is also a major factor that can have positive influence on the 
trustworthiness of EWOM. This finding is consist with the Bigley and pearce 
(1998)‘s research which indicates that when individuals engaged in interaction with 
unknown or unfamiliar actor under certain situation, the individual‘s personality trait 
such as propensity to trust is a key to form the trustworthiness of the other parties. 
Hence, it seems true that the EWOM communication which occurs in a high 
anonymous environment make the trust propensity become a critical element to 
influence individual‘s judgment on the trustworthiness of EWOM.  
 
 
5.3.1.6 Perceived Risk and Trustworthiness of EWOM 
 
As hypothesized, the individual‘s perceived risk is a positive and significant predictor 
(B=0.217, P<0.05) of the perceived trustworthiness of EWOM. It seems clear that 
when information receiver perceived the purchase decision involving highly negative 
consequences, the information provided by EWOM are perceived trustworthy. In 
contrast when the information receiver believed the purchase decision has a low level 
of risk, he/she may not seriously consider the EWOM information which in turn 
reduces the trustworthiness of EWOM. This result is also consistent with a number of 
researcher‘s finding in the traditional WOM, which reports that the effect of WOM 
will be much weaker on consumer‘s purchase decision in low risk situation than high 
risk situation (Bansal and Voyer, 2002; Barns and Kooyman, 1984; Murray, 1991). 
Furthermore, the result also shows that the level of influence of perceived risk on 
perceived trustworthiness of EWOM comes after the trust propensity and tie strength, 
according to its relatively smaller beta value B (0.217)< B (0.265)<B (0.279). 
 









According to this equation, the trust propensity and tie strength are the two most 
influential factors on the trustworthiness of EWOM with the beta value over 0.25, 
and the perceived usefulness and perceived ease of use have relatively weak 
influence on the trustworthiness of EWOM with the both beta values below 0.20.  
 
 
5.3.1.7 The Trustworthiness of EWOM and Influence on Purchase Intention  
 
Table 5.5 Simple regression analysis of relationship between TOE and IPI 
Variable        Unstd.B        Std. B           t          Sig. 
Constant          1.347 0.000 
TOE            0.725         0.682           9.837       0.000 
Note:  a. Dependent variable: IPI 
       b. Adjusted R square 0.461 (F=96.727, Sig=.000) 
 
The hypothesis 7 predicts that there is a positive relationship between the 
trustworthiness of EWOM and consumer‘s purchase intention. The result of table 5.5, 
indeed, support this hypothesis, suggests that trustworthiness of EWOM (B=0.682, 
p<0.0001) is a positive significant predictor of influence on purchase intention. In 
addition, this result also reinforces the findings that the level of trust directly and 
positively influences consumer‘s purchasing decision (Bhattacherjee, 2002; 
McKnight et al., 2002).    
 
 
In summary, all independent variables (sender‘s expertise, perceived usefulness, 
perceived ease of use, tie strength, trust propensity, perceived risk) in this research 
model are positive and significant predictors of the trustworthiness of EWOM. In 
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addition, the simple linear regression analysis reveals that trustworthiness of EWOM 
is a positive significant predictor of the influences on purchase intention. Therefore, 
combine the two results together, it is logical to conclude that all the independent 
variables in the first regression model are significant elements of EWOM 
communication, which will positively affect the purchase intention through 




5.4 Mediation Effect Test 
 
The analysisof Part one suggests that the independent variables (sender‘s expertise, 
perceived usefulness, perceived ease of use, tie strength, trust propensity, perceived 
risk) are affecting the purchase intention through affecting the trustworthiness of 
EWOM. However, it should be noted the Part one‘s analysis is not sufficient to prove 
the trustworthiness of EWOM is the mediator between the proposed characteristics 
of EWOM and influence on purchase intention. According to Baron and Kenny 
(1986) four regression analyses should be conducted in order to test the mediation 
effects. Firstly the independent variable (X) should significantly affect the mediator 
(path a). Second, the independent variable should have influence on the outcome 
variable Y (path b). Third, the mediator should have effects on the outcome variable 
Y, and if the relationships in above three regressions are significant. The fourth 
multiple regression with independent variables (X and M) and dependent variable Y 
should be conducted. If M (path g) is still significant when X is controlled while the 
X (path a) is not significant when M is under control, then, it can be said that there is 
perfect mediation. And if X is still significant when M is controlled, the X-Y is 
partially mediated by M. In this research, following tables show the results of 
mediation test.  
Table 5.6 Simple linear regression analysis, mediating effects test, Step 1 
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Variable  Std.B   Sig.     Adjusted R
2
    F    Sig. 
SE 0.489 0.000  0.233 35 0.000  
TP 0.467 0.000  0.211 31 0.000  
PU  0.348 0.000  0.113 15 0.000  
PEOU 0.378 0.000  0.135 19 0.000  
TS  0.227 0.016  0.227 6 0.016  
PR 0.415 0.000  0.165 23 0.000  
TOE 0.682 0.000  0.461 97 0.000  
Note.  (a) Dependent variable IPI 
(b) Simple linear regression  
 
Table 5.7 Simple linear regression analysis, mediating effects test, Step 2 
Variable  Std.B   Sig.     Adjusted R
2
    F    Sig. 
SE 0.556 0.000  0.302 50 0.000  
TP 0.563 0.000  0.311 52 0.000  
PU  0.346 0.000  0.112 15 0.000  
PEOU 0.385 0.000  0.141 19 0.000  
TS  0.412 0.000  0.162 23 0.000  
PR 0.457 0.000  0.202 29 0.000  
Note.  (a) Dependent variable TOE 
(b) Simple linear regression  
 
Table 5.8 Simple regression analysis of TOE and IPI, mediating effects test, Step 3 
Variable        Unstd.B        Std. B           t          Sig. 
Constant          1.347                                    0.000 
TOE            0.725          0.682         9.837        0.000 
Note:   (a). Dependent variable: IPI 
        (b). Adjusted R square 0.461 (F=96.727, Sig=.000) 
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Table 5.9 Regression analysis, mediating effects test, Step 4 
Variable  Std.B   Sig.     Adjusted R
2
    F    Sig. 
   0.474 51.4 0.000  
SE  0.16 0.055    
TOE 0.594 0.000        
   0.466 50 0.000  
TP 0.121 0.152    
TOE 0.615 0.000        
   0.471 51 0.000  
PU 0.128 0.085    
TOE 0.638 0.000        
   0.472 51 0.000  
PEOU 0.136 0.071    
TOE 0.63 0.000        
   0.46 49 0.000  
TS -0.65 0.393    
TOE 0.709 0.000        
   0.47 50 0.000  
PR 0.131 0.093    
TOE 0.623 0.000        
Note: a. Dependent variable: IPI 
 
 
The table 5.6 shows the simple linear regression results of independent variables (sender‘s 
expertise, perceived usefulness, perceived ease of use, tie strength, trust propensity, perceived 
risk) and the outcome variable influence on purchase intention. As show in the table 5.6, all 
independent variables are statistically significant at the level of p<0.005. The table 5.7 reveals 
the result of the second step of mediation test, all independent variables (sender‘s expertise, 
perceived usefulness, perceived ease of use, tie strength, trust propensity, perceived risk) are 
significant and positive predictors of the mediator at the significance level of 0.005. The Table 
5.8 shows the third step of mediation test, and it reveals that the mediator (TOE) is 
statistically significant in predicting the outcome variable IPI. Hence, as all the above three 
tables indicate that the first three steps of mediation test is satisfied thus the fourth step of 
analysis is carried out. Multiple regression analysis is conducted for each independent 
variables (X) and mediating factor (M: TOE) to predictor the outcome variable (Y: IPI). The 
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table 5.9 reveals the result of the final step of mediation test. It shows that in each multiple 
regression analysis, the effect of TOE is remain significant at the level of p<0.0001, however, 
all the independent variables which are significant in table 5.6 become non significant. 
Therefore, the result of the four regression test indicates perfect mediating effects in the 
proposed model. Based on above analysis, it is evident that the trustworthiness of EWOM is a 
mediator between the independent variables (sender‘s expertise, perceived usefulness, 




In summary, this chapter shows that all the six independent variables (sender‘s expertise, 
perceived usefulness, perceived ease of use, tie strength, trust propensity, perceived risk) can 
positively affect the perceived trustworthiness of EWOM which then positively influences 
consumer‘s intention to purchase. Furthermore, the results of mediating effects test in Part 2, 
further reinforce the Part 1‘s results and suggest that although there are direct effects between 
the six independent variables (sender‘s expertise, perceived usefulness, perceived ease of use, 
tie strength, trust propensity, perceived risk) and the trustworthiness of EWOM, the 
relationship between those six factors and consumer‘s purchase intention is indirect, and the 
trustworthiness of TOE is the mediator between them. 
 
 
Chapter 6:Discussion and Implication 
 
As the emergent of Web 2.0 technology in the recent years, the electronic word of mouth 
becomesan increasingly important information source for consumers to evaluate 
product/service (Doh and Hwang, 2009). For instance, it has been revealed that in South 
Korea, the influence of traditional media on consumers‘ decision making decreased 
dramatically and 80% of consumers will seek the EWOM information to evaluate the 
product/service before making the buying decision (ibid) and because the anonymous nature 
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and wide range content, EWOM has also attracted unprecedented attention in academic field 
(Lee and Youn, 2009). Therefore, the major objective of this study is to investigate the 
possible factor that will influence the power of EWOM which may finally affect consumers‘ 
purchase intention. Moreover, it should be reminded that this study is completely based on 
Chinese consumers, thus the result mainly concerns the influence of EWOM on Chinese 
consumer behaviors. This section will attempt to provide a discussion and implication about 
the result that generated in the analysis section.  
 
 
6.1 Discussion of the result  
 
As hypothesized that sender‘s expertise of EWOM will positively affect the trustworthiness of 
EWOM which in turn influences the consumer‘s purchase decision. And this finding implies 
that although the in online context the true identity of information sender is hard to find out, 
information receiver will still tend to infer the degree of expertise of information sender from 
other clues such as the content of information, the reputation of EWOM website. The similar 
result is also found in traditional WOM research (Brown and Reingen, 1987; Baumgarten, 
1975; Gilly et al., 1998). It has been said that as the opinion leaders and experts are normally 
be regarded have more superior products knowledge and more creative thinking, therefore, 
the information sent by them is perceived has high level of credibility (Gilly et al., 1998). 
However, it can be argued that compare with the traditional WOM communication, the 
EWOM communication usually occurred in situation with much higher level of uncertainty 
and anonymity (Chatterjee, 2001), therefore, the influential power of EWOM sender‘s 
expertise may be weaker than the traditional one on consumer‘s decision making.  
 
 
In terms of perceived usefulness and perceived ease of use, the result also supports the H2 and 
H3 that both factors can influence the trustworthiness of EWOM positively. Both variables are 
derived from the Davis (1986)‘s technology acceptance model, and this result further support 
Davis‘s theory that the more useful a EWOM website is perceived, the EWOM information 
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on that website will more likely to be perceived as credible and trustworthy. Similar, the 
easier the website can be used, more credible of EWOM information on that website will be 
perceived. Moreover, this result is also consistent with the researches which apply the TAM to 
trust studies. For instance, it is evident that the trustworthiness of e-vendor is positively 
affected by consumer‘s perceived usefulness of website of online store (Koufairs and 
Hampton-sosa, 2004). However, it should be noted that the two variables have relatively low 
influential power in determining the trustworthiness of EWOM. One possible explanation 
may be that in the TAM, the variables of PU and PEOU are originally use to predict the 
attitude toward to a new technology (Szajna, 1996), Thus the PU and PEOU may just have 
indirect explanation power to the trustworthiness of EWOM as the two variables may firstly 
impact the individuals‘ attitude towards the EWOM website which then have influence on the 
trustworthiness of EWOM information on the website.  
 
 
In addition, the research shows that the tie strength between the EWOM website and 
information receiver can also influence the effectiveness of EWOM on affecting individual‘s 
purchase intention. The similar result can also be found in traditional WOM communication 
researches. For example, Frenzen and Nakamoto (1993) pointed out that one of the reasons 
for WOM can have influential power on consumers‘ decision making is it normally occurs in 
close social relationship. Furthermore, it is interesting to found out that among all the 
variables in the research model, Tie strength is the most influential one. In other words, the 
most important factor to affect the power of EWOM is in the Channel component of 
communication process rather than the components of information sender and information 
receiver. One reasonable explanation may be that the true identity of information sender on 
internet is difficult to find out, thus the tie strength between the EWOM website and 
information receiver become a crucial criteria for receiver to judge the credibility of EWOM 
information. In addition, this explanation also fit the assumption in section 3.2.3 that in online 
EWOM communication, the role EWOM website becomes a proxy for individual who is in 
information receiver‘s social networks just like mechanism of traditional WOM 
communication. Furthermore, according to Hofstede‘s research on national culture, the 
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individualism index of China is quite low (Figure 6.1 in Appendix6) compare with the world 
average score (Figure 6.2 in Appendix 6), which means Chinese people are more tend to 
integrate into strong, cohesive groups and the social relationships can play crucial role in 
influencing people behavior. Hence, it seems reasonable that the tie strength is the most 
important factor that can determine the level of trustworthiness of EWOM which then affect 
the people‘s decision making process.  
 
 
As far as the last component in the communication process is concerned. This research shows 
that both the consumer‘s perceived risk of the purchase consequence and the individual‘s own 
personality (trust propensity) will influence the consumer‘s perception about the credibility of 
EWOM. To be more specific, it reveals that when consumer perceive the buying decision 
involving high degree of uncertainty and risk, the EWOM information will be given more 
weight on making a judgment. On the contrary, if the potential risk of purchase decision is 
low, the credibility of EWOM is decreased. This finding is also partly supported by some 
consumer decision making theories. It is suggested that when consumers‘ purchase decision 
involving high involvement products, the information process model may be appropriate to 
examine the decision making process, namely, the information search, information evaluation 
and buying decision, nevertheless, it has been argued that with low involvement purchase in 
which the potential risk of purchase is much lower, the simple selection strategy will be 
adopted and information evaluation part will be ignored (Hibbert and Simith, 2001; Foxall, 
1990). As this research proposes that the trustworthiness of EWOM is an outcome of 
consumer‘s EWOM information evaluation, Therefore, it is logical to believe that when the 
purchase risk is low, the EWOM information will not be considered seriously which lead to 
the low trustworthiness of EWOM and vice versa.  
 
 
Furthermore, the result also shows that the impact of perceived risk on the trustworthiness of 
EWOM is less than the tie strength, and this difference may be explained by Hofstede‘s 
national culture theory. It has been showed that compare with the individualism index which 
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is much higher than the global average, the uncertainty avoidance index (UAI) of China is 
lower than the word average (Appendix6). According to Hofstefde, the low UAI score means 
people are more ready to take risk and try new things. It seems true that the Chinese culture 
may encourage consumers to engage in impulsive buying behavior and less concern about the 
uncertainty of environment (Lai et al, 2010). Therefore, the Chinese national culture may 
reduce the effect of perceived risk on the information evaluation, in this research, namely the 
perceived trustworthiness of EWOM. 
 
 
In terms of trust propensity, it is the second important factor in influencing the power of 
EWOM in this research model. It might be true that the higher trust propensity of an 
individual is, the higher level of trustworthiness of EWOM will be perceived. And this result 
also further reinforces the findings in the field of trust study, which believed that individual‘s 
propensity to trust is one of major factors that influence the trust formation on other parties 
independent of external factor in the environment of interaction (McKnight et al., 2002, 
Bigley and Pearce, 1998; Lee and turban, 2001).  
 
 
Furthermore, this research also demonstrates the information process model can be an 
appropriate theory for explaining the influencing mechanism of EWOM information on 
consumer‘s purchase intention. According to the information processing model, the outcome 
of information evaluation is a kind of mediator between the information obtaining and the 
purchase intention. Following this vein, The result indicates that all the factors related to the 
EWOM communication in the proposed model do not has direct influence on the consumers‘ 
purchase intention, instead, the effects of those factors on purchase intention is fully mediated 
by the trustworthiness of EWOM. In addition, it is evident that the core of the influential 
power of EWON lays in its degree of perceived trustworthiness, hence,it can be inferred that 
many other factor which are not included in this model such as the authority certificate of the 
EWOM website, the consistency of EWOM information may also be important factor to 
affect the purchase intention by improving the trustworthiness of EWOM.  
 




6.2 Implications for EWOM marketing 
 
As the influential power of EWOM on consumers‘ purchase intention has been increasingly 
recognized (Lee and Youn, 2009; Lau and Ng 2001; Blackshaw, 2006; Arndt, 1967; Laczniak 
et al. 2001), it is necessary to consider the implications that can be drawn from this research 
for improving the effectiveness of EWOM marketing. In addition, as this research model is 
mainly developed and tested in the context of Chinese college students‘ computer buying 
experience, the result might be particularly useful for EWOM marketing in China.  
 
 
Based on the model proposed in this research, it is clear that the factors in information 
receiver part which are perceived risk and trust propensity are difficult to controlled and 
manipulated by marketer, thus marketers should focus on the parts of information sender and 
communication channel to increase the trustworthiness of EWOM information to promotes 
the company‘s products/service. To be specific, as the EWOM information senders are always 
anonymous, and the consumers mainly judge the expertise of senders from the content of 
EWOM information (Brickart and Schinder, 2001), marketer can send EWOM messages 
which is highly professional to promote products/service. Furthermore, in terms of 
communication channel, as the PU and PEOU of the EWOM can affect the TOE, company 
should distribute the professional EWOM information on the high recognized website with 
high reputation for credibility in the purpose of enhance the perceived trustworthiness. In 
addition, the selected website to distribute EWOM message should always have friendly user 
interface which can be easily managed for searching and comparing EWOM information. 
Moreover, take the tie strength into consideration, as the tie strength is the most influential 
factors in determining the level of credibility of EWOM. The importance of online forum and 
virtual social networks such as Facebook, Twitter and Renren should be paid particularly 
attention to because those website can closely connected with their users‘daily life thus the tie 
strength between virtual social networks and users is extremely strong, thus if the marketers 
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distribute their manipulated EWOM information on those website, the EWOM messages can 
be particular powerful.  
 
 
However, it should be argued that to manipulate EWOM information in the purpose of 
promoting products/service may involve some ethical issues. As all the marketing implication 
to utilize this research result is based on hiding the true identity of marketer, and marketer 
should send EWOM message as if an normal consumer who is totally independent of 
commercial interest in order to maximize the effectiveness of EWOM information. And such 
actions may be criticized as unethical, as to some degree those marketing activities can be 
accused as deception on consumers and even misleading consumers‘ choice as the EWOM 
information might be highly distorted by the commercial interests.    
 
 
To sum up, this Chapter, firstly, discussed the research findings by relating them to relevant 
literatures and research background. Secondly, based on the discussion, some practical 
implications for EWOM marketing are provided.It seems that the tie strength with the EWOM 
website and individual‘s trust propensity are two most importantfactors that affect the 
trustworthiness of EWOM. In addition, the sender‘s expertise is also a crucial factor 
determined the level of TOE, nevertheless, due to high level of anonymity of internet, the true 
identity of EWOM sender is much harder to find out compare with traditional WOM 
sender.Hence, the influence of sender‘s expertise might be weaker in online context than 
offline context. Moreover, the influence power of perceived risk on TOE is much weaker than 
tie strength, and such difference might be partly induced by Chinese culture as the score of 
uncertainty avoidance index is relative low and the individualism score is relatively high in 
China, thus Chinese consumer may more concern about social tie and less care about the 
potential risks. Furthermore, this research also demonstrates that TAM can also be applied to 
examine EWOM phenomenon, however, it should be reminded that the two variables (PEOU 
and PU) have the weakest influential power on TOE. This may because the two variables are 
normally regarded have direct influence on changing consumer‘s attitude, thus their influence 
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on perceived trustworthiness of EWOM might be indirect. Refer to the implication for 
EWOM marketing, many strategies can be adopted to improve the effectiveness of EWOM 
marketing by focusing increasing the TOE, nevertheless, it should be aware that some ethical 
issues might rise if firms use EWOM to promote products/service.   
 
 
Chapter 7 Conclusion 
 
7.1 Summary of this research  
 
This dissertation has explored the factors that may influence the effectiveness of EWOM on 
changing consumer purchase decision. This research takes Lasswell‘s ‗5W‘ communication 
model as a starting point to examine the possible factors that may affect the persuasive power 
of EWOM in each communication component. The information processing model is 
employed to explore the working mechanism of EWOM‘s influence power. In addition, 
becauseEWOM can be considered as a new phenomenon emerged in recent year as a result of 
the development of Web 2.0 technology, thus, technology acceptance model is also adopted to 
build up the research model. 
 
 
Moreover, this study indicates that all six factors during the communication process, namely, 
sender‘s expertise, perceived usefulness, perceived ease of use, tie strength, perceived risk 
and trust propensity will positively affect the trustworthiness of EWOM which then will have 
positive influence on consumer‘s purchase intention. In addition, the mediation test suggests 
that trustworthiness of EWOM is a mediator between the six independent variables and 
consumer‘s purchase intention. In other words, the six factors (SE, PU, PEOU, TS, PR, TP) 
from the EWOM communication process, cannot have a direct influence on change 
consumer‘s buying intention, instead, the influencing power is perfectly mediated by 
credibility of EWOM. Therefore, it can be regarded that the trustworthiness of EWOM is the 
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core of influencing power of EWOM, the higher credibility of EWOM is, the greater 
influence on intention to purchase is.  
 
 
Furthermore, this study also provides some practical implications for utilizing the power of 
EWOM marketing according to the result of the research. For example, send EWOM 
information in a professional ways, choose the highly reputable platform to distribute EWOM 
messages and cooperate with social networking sites. However, it should be aware that some 
ethical issues might be induced by EWOM marketing, thus it seems still controversial about 




7.2 Limitations of this study 
 
There are several limitations of this research should be reminded. Firstly, the sample size is 
only 113 which might be too small to generate valid and generalized result. In addition, due 
the constrain of research budget and time, all the participants selected in this research is 
through convenience sampling, thus this sampling techniques is unlike to generate a 
representative of the population of the interests (McCormack and Hill, 1997). Furthermore, 
the research only considers six independent variables according to communication process, it 
can be clear that many other factors such as prior knowledge of receiver, EWOM preferences, 
(Gilly et al., 1998), WOM actively sought (Bansal and Voyer 2000), direction of EWOM 
messages (Doh and Hwang, 2009), confirmation with receiver‘s prior belief and argument 
strength (Cheung et al., 2009) which are also relevant and important are not included in the 
model. Furthermore, it is also problematic that this research model treat the consumer‘s 
evaluation of EWOM information equate with the trustworthiness of EWOM. It is possible 
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7.3 Suggestions for future studies  
 
Refer to the recommendations for future study on EWOM, three advises can be proposed. 
First of all, this research only explores effects of EWOM on young Chinese consumers, which 
only occupies 68.8% of whole internet users, thus future study can extend the research 
population to other age range like elder people. Secondly, as this research only uses 
questionnaire to collect data, it is difficult to depict a full picture of consumer‘sattitude and 
perception about EWOM information, future study might gain fruitful result by conducting 
qualitative researchmethods like in-depth interview to further explore the influence of EWOM 
on consumer‘s decision making process. Third, this research only explores the effects of 
EWOM on purchase high involvement product, future study can add more value this field by 
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Figure 2.3: Lasswell Communication Model (McQuail and Svenl,1993) 
 
 












Figure 2.6: EWOM Model (Brown, J., Broderick, A.J., Lee, N., 2007) 
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Appendix 5 
Table 5.3 Cronbach alpha analysis 
Variable  
Cronbach’s 










Q1 0.787 0.777 
 
Q2 0.842 0.715 
 





Q4 0.828 0.657 
 
Q5 0.752 0.738 
 





Q7 0.868 0.780 
 
Q8 0.826 0.828 
 





Q10 0.886 0.795 
 
Q11 0.824 0.873 
 





Q13 0.870 0.803 
 
Q14 0.870 0.817 
 
Q15 0.871 0.800 
 
Q16 0.914 0.593 
 





Q18 0.789 0.634 
 
Q19 0.748 0.682 
 





Q21  0.907 0.788 
 
Q22 0.904 0.803 
 
Q23 0.914 0.750 
 
Q24 0.902 0.812 
 





Q26 0.883 0.686 
 
Q27 0.866 0.761 
 
Q28 0.874 0.722 
 
Q29 0.872 0.729 
 
Q30 0.855 0.815 
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